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MODELS 


DISPLAYS 


MI SGT 


For product promotion in exhibits and display rooms 
Plexiglas 


Are you looking for dramatic ways to attract atten- 
tion when your products are on display? PLEXIGLAS® 
acrylic plastic offers almost unlimited possibilities 
in exhibit and showroom uses. 


With transparent PLEXIGLAS, you can have models 
and product demonstrators that give a clear view 
of internal parts and their operation. PLEXIGLAS is 
highly resistant to breakage— useful for display cases, 
background panels, protective guards and partitions. 
In translucent colored form, PLEXIGLAS can be back- 
lighted for completely luminous, attention-arresting 
settings and signs. The applications shown above 
are just a few of the many exciting ways that 
PLEXIGLAS can help you in product promotion. 


Whatever your specific exhibit and display require- 
ments—get in touch with your Authorized PLEXIGLAS 


Dealer for helpful advice. He has complete stocks of 
flat, corrugated and patterned sheets . . . crystal- 
clear and in translucent or transparent colors. He is 
listed under PLEXIGLAS in the Plastics section of 
telephone directories in major cities. 


In Canada: Rohm & Haas Co. of Canada, Ltd., 
West Hill, Ontario 


re Chemicals for Industry 
ROHM & HAAS 


= COMPANY 
ecg na WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


CALL YOUR AUTHORIZED PLEXIGLAS DEALER 


PROMPT DELIVERY * TECHNICAL ADVICE * FULL RANGE OF SIZES AND COLORS 





HOW FRIDEN JUSTOWRITER 
- SOLVES COMMUNICATIONS 
PROBLEM FOR MANY OFFICES 


This marvelous 2-unit “Tape-Talk” machine turns out professional type- 
sets with justified margins at substantial cost savings compared with hot 
metal composition ... offers ideal way to handle bulletins, manuals, price 
lists, booklets, directories, catalogs, direct mail literature, house organs, 
inter-office memoranda and employee communications of many kinds. 


The Friden Justowriter produces these clear, accurate typesets on 
direct image plates for duplicating machines or in form of reproduction 


proofs for lithographic printing. Fourteen different Justowriter type faces, 
sized from 8 to 14 points, are available. 


One of the ways 


On this Justowriter Recorder (unit #1) any typist Justowriter unit #2, the Reproducer, receives code 


becomes an expert type compositor. Her usual tape ... “reads” it ... and automatically composes 


typing -- without involving special positioning or 
extra time -- produces simultaneously (a) a type- 
written sheet, for visual check, and (b) punched 
paper tape with identical copy coded into the holes. 


the original copy in clear, accurate justified- 
margin form. All kinds of copy -- straight matter, 
centered, run arounds, line leaders, tabular matter 


handled with ease at 100 words a minute. 


You have been reading a Justowriter-composed message ... note the auto- 
matically justified margins and overall pleasing appearance! Write today 
on your business letterhead for additional information on the justifying 
type-composing Justowriter -- one of the most immediately functional 
Tape-Talk machines now “breaking new ground” in the new world for 
business created by FRIDEN, Inc., San Leandro, California. 


FRIDEN SILVER ANNIVERSARY 1934-1959 
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@ YOU'RE INI 


In a Philadelphia test, merchandise tagged 
right outsold untagged merchandise as 
much as 13 to 1! 


It’s no secret that apathetic retail clerks take 
orders—don’'t sell—don't know the advantages 
of one product over another. 


TAGS that tell and sell move merchandise in 
this new era of self-service. Stylized tags 
perform the function sales personnel have 
failed to do. 


In a New York test, 98% of the customers 
bought tagged merchandise, while untagged 
items went begging (though many were 
identical; from the same manufacturer). 


Cupples-Hesse has the facts and figures to 
show you. And Cupples-Hesse has the 
CREATIVE DESIGN DEPARTMENT to 
develop and produce ‘“‘tags that tell and sell’ 
for you. It’s a specialty! 


TAGS ™S ENVELOPES 
Of All Kinds 3 {7 For Every Purpose 


CUPPLES-HESSE CORPORATION 


ST. LOVIS + DETROIT - DES MOINES 


Call your loca/ representative for information. Consult yellow 
‘ pages under “Envelopes” or “Tags’’. 
SINCE 
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Just Ctletin Us 


Merchandising the Spectacular 


One of the most interesting developments in the field of print advertising 
has been the attention given to the so-called spectacular. 


Borrowing a leaf from the book of tv advertising, publishers have worked 
successfully with advertisers and their agencies to produce something so 


unusual and impressive as to deserve the descriptive which has been applied to 
its 


One of the reasons for the interest in the spectacular, and likewise a 
reason why it has problems as well as opportunities, is that the merchandising 


activities which are an essential part of the program have both production and 
policy implications. 


For example, in the case of a multi-page insert which is intended to be 
circulated as a booklet, as well as published in a magazine, the Post Office 
Department has raised questions as to whether this is not material which should 
be charged for at third-class rates, instead of the second-class rates applied 
to the mailing of magazines bought by subscription. 


Therefore it is highly desirable and in fact necessary that those who are 
planning the content of multi-page spectacular advertisements consider the na- 
ture of their content and how they are to be used in merchandising before mak- 
ing a commitment which possibly may involve the publisher, if not others, in 
serious controversy with the postal authorities. 


Some leading magazines are still debating with the Post Office the proper 
classification and postage rate for certain inserts which were primarily de- 
Signed as recipe books and were distributed as package inserts, direct mail 
pieces and otherwise, besides being bound into magazines. These problems can 
be solved in advance to much better advantage than after the fact. 


When unusual mechanical effects are sought, through the use of gatefolds, 
accordion folds, pop-ups, overlays and other eye-catching devices, publishers 
and agencies should figure costs very carefully before trying to budget for the 
advertisement. Here, too, careful planning can eliminate the possibility of 
serious headaches later on. 


The print advertising field is boiling, as new ideas, such as regional edi- 
tions, are being developed to attract and hold advertising. That is all to the 
good, but each new development suggests the necessity for careful consideration 
of all phases of the problem, including the highly essential merchandising as- 
pects of the promotion. 
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MARSHALL’S 


COMPLETE 


COLORING SYSTEM 


es oman’ colorin anit is used 


ed by 
ic art people the world over to save time 


mone y not you? All Marshall products 
are available from any Art Supplier or Dealer or 


~ JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N. Y. 
Please send me FREE Coloring Brochure 


1 6-oz. can of Pre-Color Spray at $1.50 
Se ae aa ie 
1 Set of Photo-Oil Colors $7.65 


4+ Gi * August 1959 





Ge ertising 


Requirements 


The Johnson Story |: How the Company Advertises ....... 
One of three articles on Johnson Motors in this issue, this 
tells how the advertising and sales promotion department 
of this vigorous company is organized and how it spends 
its money Rosert B. Konrxow 


Do Editors Like Press Conferences? . ° 
A p.r. counselor tells some of the things he learned by 
talking to newspaper and magazine editors. LEE SCHOOLER 


The Johnson Story Il: An External that Pays for Itself 
A company publication that carries advertising, and gives 
each dealer his own magazine. JEROME C. Martin 


The Johnson Story Ill: Building Dealer Traffic . 
How Johnson’s All-Family Boat Show gives each dealer a 
focal point of annual activity. Betry AULENBACH 


8 A Guide to Pre-Fab Exhibits 
What you should know about exhibits that can be bought 
from stock, or made up of stock elements. Bretre Macon 


8 100 Suggestions for Convention & Trade Show Exhibitors 
A useful guide to exhibit activity in the Adman’s Hand- 
book. 


A Gem of a Promotion 
How Balfour established its reputation in the Canadian 
market with a tie-up with the Hope Diamond. Jor Potiicx 


Why Southwestern Paid a Dollar for a Penny 
Offering to pay money for money built public interest in 
the opening of a new savings association office. 


The Future of Plastics in Food Packaging 
A supermarket executive reports on the progress plastics 
is making in the grocery store. LyLe Powe tt Jr. 


Don’t Forget the Paper Container 


There are a lot of jobs in food packaging that can be han- 
dled by this sometimes too familiar material. 


A Typeface All Your Own . 
How Maz Factor celebrated its golden anniversary by hav- 
ing a special letter designed for its use. Pam Serrz 
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OF CONTENTS 


A Campaign that Cut Costs without Cutting Quality ...... 
To promote attendance at its convention, Natl. Business 
Publications turned to colored inks and papers for impact. 


How to Plan & Produce a Prizewinning Annual Report .... 
A filmstrip gives 17 steps to achieving a fine report without 
developing either ulcers or headaches. 


A Police Department Reports .. . 
The annual report of the Los Angeles Police Dept. demon-~ 
strates that all government publications need not be dull. 


How to Use In-Plant Photos for Promotion 
A look at the many ways in which factory shots c can be 
used in advertising and promotion. Dor FRANKLIN 


How an Ad Campaign was Built around Stock Photographs . 
Aetna Insurance had an idea for an original campaign, but 
its problem was finding the photos it needed. 


Rosert E. Brown Jr. 


How Borden's Says its Say to Doctors 
To reach the busy physician with technical information, 
Borden’s recorded a discussion on a record. 


Witt1am Gordon 


When Your Program Goes Stereo .... ° 
Only a handful of advertisers have got their feet wet in 
stereo broadcasting; Laclede, St. Louis, has pioneered, and 
passes on some of its lessons here. Miuprep WEILER 


@ Articles for your Adman’s Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & Photography ........100 Buyers Guide & 
Audio & Visual Aids ........11 Advertisers’ Index 
: Be Books for Admen 
Direct Advertising .......... 33 : ; 
Coming Conventions 
Layout & Typography .... 75 


; : Competitions to Enter .... 
Packaging & Labeling .... 69 The Editor's Notebook .... 
Premiums, Prizes & Spe- 


How | Solved It 
cialties _ 63 Information Wanted 
Just Between Us —.......... 
aa seer tthe Plate. 83 Next Month in AR 
Shows & Exhibits - 


Promotion Almanac 
Readers Write 
Signs & Displays snc AR Reprints . 


PERSONALIZED 
aon LeU 


GIVEAWAYS 


AND GOODWILL BUILDERS 


for LOW COST 


tech! Donketts 
Satnanen, too! Stain 


icon <= odes <> thearee 
ee _— both men and 


“The > dite. clean plastic a 
penser contains 
service oil, perfect for eeddite 
of uses. Thro 


ughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with p 


It’s a low-cost, sure-fire promotion! 


We'll also package your oil if you desire 


Write for complete information and prices. 


Tan 
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ORIGINAL 
HAAS 


C2 
homed 
> 
~ 
(D 
> 
oF 


in regular 
and bold 


sizes 6 to 72 pt. 


This redesigned version of an ancient 


Clarendon cut has been produced by 
the Haas Typefoundry in Switzerland. 


Clarendon, unlike many other type | 
faces has won immediate and wide | 


acclaim in the typographic world 
both in Western Europe and in the 
United States and Canada. 


of European types: 


AMSTERDAM CONTINENTAL 
Types and Graphic Equipment, Inc. 
268 Fourth Avenue, New York 10, N.Y. 
SPring 7-4980 
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| 2. In 
| homes, the first person to see the 
| mail [the housewife in 75% of the 
| cases] looks at all of it and decides 

whether or not the addressee would 
| be interested. 





The Editors 


Interesting Statistics . . 


Report Gives Details 
On Effectiveness of 
Advertising by Mail 


Results of some interesting re- 


| search on the handling and reader- 
| ship of direct mail are flowing forth 


from the research committee of the 
Direct Mail Advertising Assn. The 
latest report, authored by commit- 


| tee chairman Huntly Geddes, makes 
| these points: 


> “In the majority of homes, all 


| mail is a family matter. It has been 
| the conclusion from at least 40 dif- 


ferent studies that in the majority 
of all homes all mail is made avail- 


| able to every member of the family. 
| It has been calculated that the 
| average mailed 
| seen by an average of slightly more 
| than two persons per household. 


advertisement is 


“Nevertheless, censorship is a 


| factor. It works out about like this: 


1. In a little over half the homes, 
all the advertising mail is available 
to everyone. 


about one-third of the 


3. In about one home in six the 
mail receiver will discard mailed 
advertising more often than not 
after he or she looks it over.” 


> Do people get too much mail? ... 
“It is a fact that the vast majority 


| of people do not get much mail... 


It is doubtful if the average is more 


| than one piece of advertising every 
Available from your leading importer | 


two or three days per household. 
“The more prosperous and prom- 


gil ook 


we Se el 


inent the family, the more they re- 
ceive. The executive-professional- 
managerial class may get three 
pieces on a big day, and if they are 
in the top income group they prob- 
ably receive more. 

“The odd thing is that the more 
mail they get, the more attention 
they pay to it. Readership studies 
support this observation.” 


> Business mail . . . The report also 
contains some interesting statistics 
based on studies of mailings sent to 
business concerns. For example, 
a series of studies of direct mail 
sent to prospects for trucks showed 
that only 8% of the key buyers dis- 
carded the mailings without look- 
ing them over. Here’s how the 
other 91% reacted: 


@ 34% looked it over and passed on 
for others to read. 

® 12% looked it over and kept for 
reference. 

® 33% looked it over and discarded 
it. 

© 13% passed it 
looking it over. 


along without 


> Medical mail . . . Another sub- 
ject covered by the report was the 
reaction of doctors—undoubtedly 
the most frequent targets of direct 
mail advertisers—to mail advertis- 
ing. A survey by Medical Advertis- 
ing Service of New York turned up 
these answers: 


®@ 47.6% of the doctors surveyed re- 
plied. The high return, of course, 
provides firm evidence that not 
only do a high percentage of doc- 
tors read their mail, but a high 
percentage (almost half) take ac- 
tion. 


@ Of those who replied, 50% said 
they opened their own mail (secre- 
taries or nurses open mail for the 


TI 


Display typefaces in this issue 


. » 25—Franklin Gothic Condensed; 31—Bodoni Black; 


33,41—Special alphabet designed for Johnson by Dave Chapman Inc.; 49—Karnak 
Black Condensed; 59—-Eve Bold; 63—Studio Bold; 69—-Tempo Black Extended & 


| Rondo Bold; 72—Bodoni Black Italic; 75——Bernhard Modern; 83——-Doum Casual; 92— 
| Karnak Black Condensed; 100—Futura Ultra Bold Condensed; 104—-Tempo Heavy 


Condensed; 111——Karnak Black Italic; 115—-Bodoni Campanile & Delphian. 





MARTIN-SENOUR puts tts chips 
on SORG’s LATEX-IMPREGNATED Tenaalec 


maby G2 Geen: 
Ue ee) 

CCC eee a 

Ll matelaie tel ae ie 
Rule of Color was designed 

to provide architects, dec 

orators and painting cor 
tractors with a more than 
rs Be usual number of colors that 

a could be conveniently car 
ried from client to client, or used to check colors on 
the job. Obviously, it could not be an inexpensive 
piece, so we tried to give it as much durability and 
eye-appeal as possible 

Our designer, MortonGoldsholl, distinctively 


ae 
preted our objectives, and the Carl Gorr C 
Card Company produced it precisely as nee 
when they selected TENSALEX for its durability 
appearance Our dealers and their cu mers h 
received the Slide-Rule enthusiastically, and we 
believe TENSALEX has helped make this piece an 
excellent sales-getter. 

J. R. Degnan 

Vice-President in Charge of Sales 

The Martin-Senour Company 


Sorg’s TENSALEX is one of the most 
remarkable papers ever developed! 


From labels to maps . . . book covers to jobs such as the MARTIN-SENOUR 
color card shown above—TENSALEX produces superior results, time after time. 
On the Color Card, for instance, TENSALEX was a natural choice. In actual 
use, the Card is subjected to an extraordinary amount of daily handling and 
repeated folding and unfolding. Yet TENSALEx—latex-impregnated in both 
its base paper and its coating—keeps the Card looking fresh and sales- 
appealing, even after long use. 
Strength and durability, of course, are only part of the story. The job was 
printed five colors one side, four colors the other, chips were glued both 
sides, and the sheets were scored and accordion-folded—all operations accom- 
ial . ; es A ; ; 

Sn sane.to eck seine Enea deaeied bi plished with impressive speed and ease vee with top-notch results! 

TENSALEX swatch books and the TENSALEX Why not test TENSALEX to your own satisfaction? Your Sorg distributor will 


Sample Portfolio. be happy to furnish sample sheets for press-testing and personal examination. 
Call him today! 


par COMPANY : Middletown, Ohio 


© Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER «+ PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 


MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX « PARCHTEX 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Offset 


New bright white shade adds 
extra sparkle to both black-and- 


white and multi-color work. 


Moisture-controlled dimen- 
sional stability assures accurate 
register and smooth ink 
coverage. 


Regular or Vellum Finish. 


Offset paper at its best. Ask 
your Franchised EASTERN 
Merchant for samples. Or 
write direct. 


EASTERN 


EXCELLENCE 
IN FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 


8 + Gey ° August 1959 


other 50%). Where someone else 
opens the mail, about 50% of them 
pass on all mail they open. 


© Only 6% of the respondents said 
there was too much mail. 


> In light of the frequent comments 
from detractors that direct mail is 
becoming increasingly ineffective, 
we find such research studies par- 
ticularly interesting. If you’d like 
to receive these research reports 
first-hand, we suggest that you con- 
tact DMAA president Bob DeLay at 
the association’s headquarters—3 E. 
57th St.. New York 22. 


Day-to-Day Reports .. And 
speaking of Bob DeLay, we should 
mention the highly interesting 
“President’s Reports” he has been 
sending out since taking over the 
DMAA headquarters operation in 
March. They read like the “locals” 
column in a good country newspa- 
per and spell out the amazing com- 
plexity of the day-to-day activities 
in the life of an association execu- 
tive. 

Actually, the paid officials of 
other associations would do well to 
take this leaf out of the DeLay op- 
eration manual. Probably the most 
frequent complaint we hear from 
members concerning the officials of 
their associations is in the form of 
a question: “What on earth do 
those guys do? I seldom see any 
evidence that they’re earning the 
salaries we pay them.” 

Any DMAA member reading Bob 
DeLay’s frequent reports has a 
crystal-clear answer to such a 
question. Frankly, we’re impressed! 


A new Medium? . . Another as- 
sociation which does an excellent 
job of maintaining member com- 
munications is National Business 
Publications, of which AR is a 
proud member. See page 83 for the 
story telling of the highly effective 
promotion job NBP carried out on 
its recent annual conference in 
Phoenix. 

Meanwhile, we'd like to pass 
along an idea which NBP president 
Bob Harper has developed effec- 
tively. We don’t know if it’s new or 
not, but it certainly is something 
which could be adopted by any ad- 
vertiser. 

NBP has utilized the blank space 
on the back side of its checks for 
a promotion message which reads: 


Network of Business Know-How 

Technical, professional, scientific, indus- 
trial, merchandising and marketing 
magazines in the United States and 
Canada—many of which make up the 
membership of National Business Pub- 
lications Inc.—constitute a network of 


specialized know-how 
communicating adult education and 
business information about new de- 
velopments in product, method and serv- 
ice. 

Since the back of every check 
must be signed before it can be 
cashed, near-100% readership can 
be assured. Plus, it would seem, a 
man who has just been paid ought 
to be in a pretty receptive mood 
for the story of the payor! 


unexcelled in 


No More Blues ee We've just wit- 
nessed the demise of one of the 
package designers’ major head- 
aches. While not as well heralded 
as the day “Lucky Strike green 
went to war,” June 24 marked the 
disappearance of the familiar blue 
tax stamp from cigaret packages. 

Thanks to a new Treasury Dept. 
ruling, tax stamps no longer have to 
be affixed to tobacco products and 
liquor (although you'll still have to 
kick in with the extra pennies every 
time you purchase such items). 

In the past, many a designer has 
suffered creative anguish over the 
thought of having to design a nice, 
modern cigaret package around the 
none-too-pretty black-and-blue 
portrait of DeWitt Clinton, which 
dominated the top of every pack- 
age of puffs. Then there was the 
necessity of: including the seldom 
observed warning that the person 
who emptied the pack must destroy 
the stamp or suffer the dire con- 
sequences of Federal justice. 

Now creative freedom shall have 
its day and tax stamp blue can join 
Lucky’s green in Valhalla. 


“Wish you were here” ... Ron- 
son Corp. came up with an effective 
little promotion item for its sales 
representatives attending the an- 
nual sales meeting at Pocono Man- 
or, Pa. Color postcards of Pocono 
Manor Inn, the meeting site, were 
imprinted in simulated hand writ- 
ing. “Here at beautiful Pocono 
Manor, getting some teriffic news 
about some new Ronson products 
wrapped-up in a stupendous fall 
program. I’m sure you'll be en- 
thusiastic too when I see you soon 
with the details.” 

The salesmen simply signed their 
name, addressed the cards and sent 
them off to customers. 


You're Welcome... Press releases 
from Shulton Inc. carry a simu- 
lated hand-written note printed in 
the lower left-hand corner: “Thank 
you for tear sheet, D. M..” 

We wonder how long it is going 
to take even the professional pub- 
licity people to realize that such 
gimmicks only work against them. 
In the first place, publications that 





PRIDE IS A LION. The sight of a small boy pulling a ferocious tail. The 
satisfaction of putting a smile on a grandson’s face. Pride. The joy of things more 


than well done. A reason proud printers turn often to Atlantic fine papers. 


EASTERN 


Cover - Bond - Opaque - Offeet - Ledger - Mimeo - Duplicator - Transiucent At lant ic 


as oamn oasene EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, MAINE 
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are going to send tearsheets are 
going to send them regardless of 
requests attached to press releases. 
But more important, this is like 
waving a red flag in front of many 
a bullish editor. 

There are, of course, clipping 
services which will be glad to keep 
an eye out for your releases which 
find their way into print. Then, 
too, some editors have the opti- 
mism to think that good publicity 
men and women may take time to 
read their publications (and some, 
we find, actually do). 

Add it all up and you'll be wise 
to start listening to the frequently 
offered advice that you gain noth- 
ing—and stand a good chance to lose 
an editor’s goodwill—by attaching 
a request for tearsheets to your 
press releases. 


Item . . Squeezed between a couple 
of other items in the “New Designs” 
newsletter published by Lippincott 
& Margulies, the new York indus- 
trial designers, was this stopper: 
“Design-minded, even in their 
off-hours, Lippincott & Margulies 
staffers have taken to toying with 
plans for the new Mafia automo- 
bile. Seems that the manufacturer 
has specified that when you lift the 
hood there will be another hood in- 
side!” 44 


DECEMBER, 1959 


Dec. 1 
Give and Serve Meat For Christmas 
Month . . . sponsored by Natl. Live 
Stock and Meat Board, 407 S. Dearborn 
St., Chicago 5 

Dec. 2 
Pan American Health Day . . . (Presi- 
dential Proclamation). 

Dec. 7-11 
Ice Cream For The Holidays Week... 
sponsored by Paraffined Carton Re- 
search Council, 111 W. Washington, 
Chicago 2 

Dec. 11 
Junior Chamber International Day . . . 
sponsored by Junior Chamber Interna- 
tional Inc., JCI Bldg., 1200 Fifth St., 
Miami Beach, Fla. 

Dec. 17 
Pan American Aviation Day . . . (Presi- 
dential Proclamation). 

Dec. 25 
Christmas Day 

Dec. 26 
Channukah 

Dec. 31 
New Year's Eve 








says Mr. Armand Choiniere, Purchasing Agent 
AMERICAN OPTICAL COMPANY 


American Optical Company wanted a very attractive looking and 

long wearing 3-ring binder for their price list. They selected the 
custom-made NBB binder shown above. For your Manual, Price List 
or Catalog we offer (1) a wide choice of colorful, virgin plastic cover 
materials as well as all conventional materials (2) a variety of decorative 
treatments: 3-dimensional applique, silk screening, embossing, 
stamping. Our representative can show you the many possibilities and 
will submit cover designs for your approval. Send coupon. 


oe NATIONAL BLANK Book COMPANY 


Dept. 1008, Holyoke, Massachusetts 


Please send your National Binder folder to help me plan a custom-made cover ["] 
Have your representative call [J 
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FREE 


IDEAS FOR 


BUILDING SALES! 
> 


VUE-MORE 


Rush a copy of your new Catalog. 


catalog describ- 
ing the com- 
plete line of 
VUE MORE 
display turn- 
tables and 
BREVEL $ani- 
mation motors. 


j Write for your copy today. 


Use the handy coupon above! 


VUE-MORE Turntables are: 


Quitt PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


AND FOR YOUR ANIMATED DISPLAYS: 


& 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 
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i SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


New Workable Fixatives 
Aid Proof Retouching 


The new “workable fixatives” 
now available in pressure spray 
cans open new opportunities to art- 
ists faced with the problem of re- 
touching proofs pulled on low-grade 
papers. 

Even newsprint proofs can now 
be retouched with pen or brush if 
first given a coating of this colorless 
workable substance. Another appli- 
cation of this idea lies in the use of 
such a coating over printed tabular 
matter which is to be ruled or on 
which arrows, brackets, or other 
symbols are to be drawn. 

Don KIRKENDALL 

Advertising Manager, Interstate 

Electronic Supply Corp., Wichita, 

Kan. 


Display Board Backdrop 
Given 3-D Illusion 


Faced with the problem of some- 
thing different in the way of a booth 
display backdrop at a modest cost I 
decided to try for a 3-D effect. I ob- 
tained two 28x44” poster boards to 
which I flush-mounted 8x10” photo 
enlargements depicting some sales 
case histories. Then, for the three- 
dimensional illusion, I did the fol- 
lowing: 


1. To the back of each cardboard 
mounted photograph, I attached the 
lid of a flat carton which was ap- 
proximately 1” in depth. 


2. The bottom portion of this same 
carton was then attached directly to 
the display board. Then by simply 
placing the lid, with photo attached, 
on the bottom of the carton, the de- 
sired feeling of a third dimension 
was created. 


The size of each carton was ap- 
proximately 6x734” and when the 
lid was mounted to the back of the 


> 
+ 


LOroy 


hens 


8x10” photo, it could not be seen 
because of the overhang. Another 
advantage was that since all the 
cartons and photos were the same 
size they could be moved to other 
positions on the board. 

The result was a most compli- 
mented and attention-getting dis- 
play. 

Gorpon E. ODWARKA 

Advertising Manager, The Bea- 

con Mutual Indemnity Co., 

Columbus, Ohio 


Continuous Slips Stop 
Index Retyping Chore 


Preparing the alphabetical index 
for a booklet, I had to see all exist- 
ing entries at a glance while think- 
ing of new ones. In addition, it was 
necessary to rearrange entire 
batches of them quickly wherever 
new gangs of listings had to be in- 
serted . . . in unpredictable loca- 
tions. 

After finding tape was impractical 
I checked telephone switchboard 
methods — reasoning their prob- 
lem was similar — and found they 
used a tiny card that interlocked in 
place but was easily removable. The 
sides were topped with prongs, and 
were bottomed with slits, thus en- 
abling prongs of one card to slide 
into the slits of the slip just above 
it. 

I felt the idea was good, but the 
expensive cardboard pockets and 
metal trays designed for switch- 
board use rather expensive. In 





FAMOUS LAST WORDS (No. 8) 


"I KNOW ITS ALITTLE LATE...BUT" 


This happens more often than you think 


An exhibitor that waits until the last minute to call in 
his display builder, is short changing himself. 

Given the time, the display builder can provide dozens 
of exhibit services over and above the designing and 
building of the exhibit itself—and also avoid unneces- 
sary and excessive overtime charges. 

GRS&W, for example, can help you plan and inte- 
grate the exhibit into your total advertising program— 
furnish you with factual reports on show audience— 
develop the exhibit with appeal to this audience .. . and 


provide many other services which contribute greatly to 
the overall effectiveness of your exhibit program. 

We urge you to take advantage of these extra services. 
Plan your next exhibit early—preferably on the same 
day you sign up for the space. 


... and be sure to include GRS&W in your plans. 


Our complete exhibit facilities and fresh creative ap- 
proach to your exhibit problem will pay off with greater 
returns on your exhibit dollar. 


DID YOU KNOW—that GRS&W can also provide expert assistance in planning and design- 
ing Sales Meeting Properties, Show Rooms and Interiors, Training Aids, Traveling Shows, 
Dioramas, Merchandisers and Special Presentations. 


CSR S&S & WW St 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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“Fotosetter /Warwick Typography" 


YEAR'S TOP VARIETY SHOW 


Cast your next ad campaign or promotion piece 
right in character. Give it that special look 
and feel your creative men recommend. Select 
from hundreds of type faces, styles and sizes— 
nine hundred in fact. Warwick offers you the 
greatest Fotosetter showing on earth. Use it! 
Y Letter Perfect—Every serif sharp, crisp, clean, 
beautifully detailed. Never an imperfection. 
Y Unusual Size Range—From 4 to 288 point . . . or 
larger. Never a compromise on type face or size. 
Y Photo-Repro Proofs—Tough, durable, easy to 
paste up. Save time and tempers. Clear, solid blacks. 
Y Fast Warwick Service—<Accurate delivery to meet 
your tightest “impossible” deadlines is guaranteed 
by the World’s Largest Fotosetter Division . . . for sure! 


Send for Free Photographic Type Book 


Big 12”x 934” working manual. Contains all Fotosetter 
faces plus Headliners and Flexset samples. Your 
letterhead request brings it to you at no obligation. 
Write Dept. SB-38 today! 


Warwiek TYPOGRAPHERS, Inc. 


920 WASHINGTON AVE. « ST. LOUIS 1, MO. ¢ PHONE CENTRAL 1-9210 
OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 





AMERICAN THERMOPLASTIC Co, 
425 Ist Ave., Pittsburgh 19, Pa. 


Cc) Please send my free briefcase in (circle 
NICALLY WELDED one) rede greens tane browne navy * black 


VIRGIN VIN 
Me 0 Also enter my order for 


a 
v4 | 4 Pp a w in , subject to seat ait 


(color) 


olism Gr ts leMm | NAME 


FIRM. 


i QUANTITY COSTS: 10x15 12x16 ADDRESS 
§ (Logo or imprint 100-250 $ .55 § .65 city 
EK printed FREE, 500 $ .52 $ .62 a : ’ 
7 Please supply art). 1000 $ 50 §$ .60 ZONE. STATE. 
(Silk screening, gold stamping, embossing available) AR 8-9 
BREE ee Meee eee Rh AKL ABR A Lk Aas 
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checking around, I found “Chain- 
dex,” the continuous file slips sold 
by Systems-Photo Records, Rem- 
ington Rand Div., Sperry Rand 
Corp. 

These slips provide for easy con- 
tinuous typewriting since they are 
manufactured in continuous fanfold 
to be torn apart after leaving the 
platen. Since I can interlock then in 
any desired order they offer a 
couple of advantages: 


© I can photograph them for photo- 
offset whenever needed in whatever 
sequence desired making the file 
readily available for a variety of 
purposes. 


© I can change a portion of the file 
when it needs correction for updat- 
ing without having to re-do the 
rest. 


I also find this method ideal for 
keeping all the entries in plain 
sight. By simply hanging the rows 
from the top card onto the wall in 
front of my desk I have my entire 
listing in view. 

Henry G. BurceER 

Marketing Consultant, New York 


Paper Gets Fast Count 
With Pencil System 


A stack of paper can be counted 
more rapidly and with greater ac- 
curacy if a pencil topped by an or- 
dinary removable, wedge-shaped 
eraser is used to turn the sheets. 

Place the stack of paper before 
you and push the pencil away from 
you diagonally. As you count, catch 
the counted sheets with the index 
finger of the left hand — or right 
hand if you are left-handed. 

You can count almost as fast 
move the rubber tip of the pencil in 
lifting the sheets away from the 
bottom stack. It is quite simple, 
saves much time and ends thumb 
wetting. 

GLEN F. STILLWATER 

Manhattan Beach, Cal. 


Aluminum Offset Plate 
‘Subs’ as Pasteup Desk 


One of our standard paste-up 
headaches was keeping a work area 
clean for applying rubber cement. 

We solved it by keeping a piece of 
old aluminum offset plate handy for 
applying the gooey cement. The 
plate cleans off easily and quickly. 

We also find this handy for cut- 
ting since it won’t dull a sharp knife. 

Icor BELINKOFF 

Allen, Lane & Scott, Philadelphia 





READERS 


Down Under Reader 


® Greetings from a friend for life. 

Couple of months back, half-way 
round the world from your offices, 
we were engaged on a tricky mer- 
chandising problem, when friend 
Eric Honey, an AR subscriber here 
in New Zealand, popped in. 

He lent us a few back issues, and 
we found the idea that solved our 
problem in an article on off-beat 
contests. What’s more the client 
loved it. And the public? We'll 
write and tell you when the pro- 
motion finally hits the streets. 

Hence the subscriptions taken out 
by the agency itself and other staff 
members. We might add that here, 
in this lonely outpost of Empire, we 
receive a vast array of advertising 
and other literature. Take a bow for 
producing the best in the field. 

I would appreciate one thing 
more from the U.S. Would anyone 
have a record or a tape of selected 
American radio commercials? With 
no television here as yet, we're still 
pretty radio conscious and keen to 
acquire ideas from overseas. 

G. W. J. Drypen 

Senior Account Executive, Gold- 

berg Advertising Agency, Well- 

ington, New Zealand 


(If any AR reader wants to help 
out Mr. Dryden, he can be reached 
at 16 Caroline St. . . Ed.) 


Credit for Confusion 


® Here’s a little more information 
on the “Music to Make Money By” 
story you ran in your June issue. 

Activities in Cleveland started a 
little later but moved faster. About 
the first of the year, W. T. Clawson, 
director of advertising & promotion 
for Harris, held a meeting to plan 
advertising for the spring. He asked 
for direct mail to point up the 
fact that Harris had set a new rec- 
ord in its sale of No. 236 presses. 
This “record-breaking” announce- 
ment gave John Woodside of Full- 
er & Smith & Ross the idea for a 
record jacket. 

The finished art for the Harris 
piece was produced by Federman 
Studios, Cleveland, and the jacket 
was printed by Crane-Howard 


Lithographing Co. The Dayton Rub- 

ber jacket was printed in Dayton 

by Printing Service Co. on... you 

guessed it . . . a Harris press. 
Unfortunately the circle didn’t 

go all the way round. The Harris 

printer didn’t use Dayco rollers. 

Joun D. YEcK 

Yeck and Yeck, Dayton 


Music to Make Money By 


© How about Vogue Shoe’s mailing 
piece of last fall, when they sent out 
their series of mats in an album 
cover, in full color, with the title 
“Mats for Selling Shoes By”? 
GeorcE KapRIELIAN 
Advertising Manager, Kays-New- 
port Shoes, Providence, R. I. 


(What were we saying the other day 
about there never having been a 
first in advertising? . . . Ed.) 


Prodding Tool 


® Congratulations! Every issue of 
Advertising Requirements seems 
more informative than the last. 

Could you send along 20 copies of 
your June issue, so that we can, in 
turn, do a little prodding of our 
Sales Promotion Managers in each 
of our branch houses? 

G. W. CHARLESWORTH 
Advertising Dept., Deere & Com- 
pany, Moline, Ill. 


(We'll fill orders as long as copies 
last—which usually isn’t very long. 
We print very few copies beyond 
our regular subscription require- 
ments ... Ed.) 


Good for the Church 


® We are still finding much good 
material in your monthly publica- 
tion; wouldn’t want to be without 
it in our business of handling public 
relations for the church. 

The other day I pulled out a re- 
print — The Growing Importance of 
Fairs as an Advertising Medium — 
that had been lurking in my files 
for some time. We’d like to use the 
cartoon you have on the front of 


PT aul 


- You get more 


« « - From OAK’S new 


FLEXIBLE PLASTIC 


FOOTBALLS 


... the perfect premium or 
giveaway for the coming 
football season... you can 
be proud of your name on 
this quality plastic football 


e DURABLE and SCUFF RESISTANT 


e FINELY DETAILED GRAIN 
e AUTHENTIC LOOKING LACINGS 


two sizes 
and five col- 
ors— White, 
Brown, Red, 


The OAK RUBBER Co. 


Ravenna, Ohio 
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What are the 


ingredients 
of a 


good highway 
display? 


You'll get the answers to these and 
_other vital questions about good 
highway displays in this new 


FREE HIGHWAY DISPLAY 
DESIGN GUIDE 


If you design, produce, and place out- 
door advertising in any form—this 16 
page, full color book is a must! It tells 
you how to make your signs more effec- 
tive and more productive. It gives you 
valuable tips about the signs that sell in 
this important advertising medium. Best 
of all, it’s FREE! 


send for your copy now! 


: MINNESOTA MINING AND 

: MANUFACTURING COMPANY 

; Dept. RBC-89, St. Paul 6, Minnesota 

* Please send me a copy of your new, free * 

+ highway display design guide, ‘“‘Welcome ° 
and Watched Foi, ° 


> NAME___ 
> TITLE__ 
: FIRM__ 
: ADDRESS 
¢ CITY 


MMiienesora 
Miiaine ano 


& 


Manvracturine company 


++ WHERE RESEARCH 15 THE KEY TO TOMORROW 
SAINT PAUL 6, MINNESOTA 
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this reprint. We hope to encourage 
participation in fairs. 
M. Carot HETZELL 
Assistant Director, Public Rela- 
tions, General Conference of 
Seventh-Day Adventists, Wash- 
ington 


Only One Tape Maker 


@® We would like to correct two 
errors that seem to be occurring in 
an increasing number of publica- 
tions. 


1. Video tape is made commercially 
by only one firm, not by several. 
That firm is Minnesota Mining & 
Mfg. Co., which introduced “Scotch” 
brand video tape commercially in 
1957 and has supplied all of the 
video tape used by television and 
others since then. No one else has 
developed the ability to make it 
commercially. 


2. Only one magnetic tape, not 
several, was used in the Vanguard 
Cloud-Cover satellite which broad- 
cast the President’s voice to earth. 
That tape, again, was made by 3M— 
“Scotch” instrumentation tape, the 
only one that met Signal Corp’s re- 
quirements for the special recorder 
used in these satellites. 


Such a record speaks for itself. 
We naturally are interested in ac- 
curate reports about these products, 
and we write you knowing that you 
are equally concerned with accu- 
racy. 

W. W. WeErTzEL 

Divisional Vice President, Mag- 

netic Products Div., Minnesota 

Mining & Mfg. Co., St. Paul 


Getting Technical! 


® May we compliment you on the 
interesting and informative article 
“A Guide to Coated Paper,” by 
Betty Aulenbach (AR, May). We 
would like permission to reprint the 
article in a forthcoming issue of our 
Technical Bulletin which is directed 
to the paper trade. 

Aside from using the article in 
the bulletin, we would like to make 
additional copies for use as hand- 
outs, as well as for use by Dupont 
salesmen and demonstrators calling 
on the trade. 

J. J. Vinyvarp 

Organic Chemicals Dept., E. I. du 

Pont de Nemours & Co. Wilming- 

ton, Del. 


(Thank you for accepting us at 
your high technical level. . . Ed.) 


aroRnaron 
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The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Syndicated Humor 


e Your magazine solves many 
problems for those of us in this 
business. I now need a supply of 
humor, quips and cartoons for a 
house organ published by our De- 
partment. 
Can you put me in touch with 
some source of such material? 
D. T. Brooks 
Advertising & Sales Promotion, 
Industrial Electronics Div., Gen- 
eral Electric Co., Lynchburg, Va. 


(List on the way . . . Ed.) 


Plastic Plaques 


® We have looked in vain through 
the pages of ApvERTISING REQUIRE- 
MENTS for the advertisements of 
manufacturers of plastic plaques. 

We have some orders that must 
be placed promptly. Your kindness 
in supplying us with the names of 
some manufacturers would be help- 
ful. 

D. D. STAPLES 

D. D. Staples Associates, Rich- 

mond, Va. 


(A list went out to Mr. Staples, but 
not, alas, of advertisers. . . Ed.) 


Plastic Replicas 


eI noticed in your September, 
1958, issue that you supplied infor- 
mation on where to obtain suppliers 
for plastic product replicas. 

I would be pleased if you could 
send me a copy of the same list, 
since we are also in need of plastic 





PROGRESS 


Packaged “Green Thumbs” 


from Campco Sheet 


Everyone can have a “green thumb” 
with the amazing new Punch ’n Gro all- 
plastic seed starter kit. Produced for 
Northrup King by the Mankato Paper 
Box Co., Mankato, Minn., this simple 
but highly practical pre-season growing 
kit gives would-be gardeners a six week 
jump on the normal growing season. 


Punch ’n Gro Kits weigh only three 
ounces, consist of a fabricated plastic 
container base and patented lid closure 
that make the unit one of the most 
unique and functionally packaged prod- 
ucts ever produced. 

The base which holds a special plant 
growth mix is vacuum formed from 
Campco S-300 polystyrene sheet; the lid 
from Campco A-130 cellulose acetate. 
Eighteen cone indentations are formed 
into the lid and penetrate the growth 
mix. Adhered to the tip of each are the 
seeds. Punching holes thru the tips and 
adding water activates growth. 

Campco sheet was selected for pro- 
ducing this product because of its excel- 
lent water resistance and ease of forming. 
Rigidity in thin sections was another 
requirement for a durable package met 
by Campco sheet. 


One Reliable Source 


Now you can fill all your requirements 
for packaging plastics from one reli- 
able source. Campco now offers Poly- 
ethylene, Acetate, Butyrate, Styrenes, 
Polypropylene, Nylon—#in sheets or 
rolls depending on gauge .. . cut to 
size if desired . . . clear or colored 
transparent . . . translucent or opaque. 
Rolls of clear film in stock for imme- 
diate shipment at cost savings. 


( Advertisement ) 


| latest developments in | ol 
sheet film fabrication 


Double-bubble blister of Campco Butyrate 
doubles market for small stapling machine 


The Wilson-Jones Company wanted to expand its market for small stapling 
machines, currently being sold through the stationery store. It reasoned that if 


Campco Acetate Sells 
while it protects 


More and more products are appearing 
in sales-stimulating packages of crystal- 
clear see-through Campco Acetate. A 
special non-blushing formulation in the 
material enables it to maintain clarity 
during forming—prevents clouding and 
discoloration. Campco Acetate protects 
products, too. In addition to increased 
sales, manufacturers report fewer rejects 
due to shipping and handling damage. 
Campco Acetate is easy to form, un- 
usually low in cost. 


Packages by Plastofilm Inc., Wheaton, Ill. 


housewives were exposed to their prod- 
uct in self-service outlets, they’d find 
them useful for fastening jobs around 
the house. A package was needed that 
would be pilfer-proof, capable of deliv- 
ering its own sales message, and interest- 
ing enough to create impulse buying. 

Plastofilm Inc. of Wheaton, Illinois 
delivered the answer with a combination 
cardboard sheet and plastic blister of 
Campco Butyrate. The one-piece blister 
has two bubbles—one for holding the 
stapler and the other for 1000 staples. 
The 6x8 inch card is too large for the 
pocket and the blister designed so that 
it cannot be pulled away without de- 
stroying the card . . . making pilferage 
difficult. Impulse buyers are enticed by 
the see-through blister and sold by the 
printed message of the housewife doing 
basic fastening jobs. 

Without increasing packaging costs, 
this new design in a very short time 
more than doubled sales. 

Campco Butyrate is extremely strong 
and pliable. It can be deep formed, 
patterned and hole punched without 
shattering or cracking and is easy to 
decorate. Available in crystal clear or a 
variety of colors—rolls and sheets in 
thicknesses .005” to .125” stock or cus- 
tom size. 


Received Your Campco Personal File ? vnis data-packed reference 
file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2713 Normandy Avenue, Chicago 35, Illinois. 
CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 
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Beat the 


Postage 
Boost 


A double-barreled fea- 
ture, in which advertis- 
ing men tell how their 
companies have met 
the pressures of in- 
creased costs. and 


tical suggestions for 
getting better results in 
the mail. 


The Photography of 
Wingate Paine 


A selection from the work of one of today’s 
outstanding advertising photographers. 


LAI? 


How to Benefit from 


Your Company's Firsts 


If you look around, you'll be able to find many 
promotional values in your company back- 


ground. 


postmasters give prac- 


Building Goodwill 
With a New Building 


Hitchcock Publishing brought its entire staff 
into its open house plans and built morale. 


A Guide to 
Embossed Paper 


papers with a three-dimensional effect. 


A Point-of-Purchase Program 


with a Purpose 


Here is the story of Parke, Davis’ History of 
Pharmacy campaign with world-wide accept- 
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: An AR staff report on printing and specialty 





product replicas at this time. Thank 
you for your service. 
W. Ricuarp BLEICHNER 
Asst. Ad. Mgr., Rockwell Mfg. 
Co., Pittsburgh 


(A duplicate of this frequently- 
called-for list is in the mail. . .Ed.) 


Kites for Imprinting 


@ Will you kindly send us the 
name of a firm that makes kites 
suitable for imprinting? 
Rate P. CoLeMAN 
Ralph P. Coleman & Associates, 
Portland, Ore. 


(We know of three suppliers, whose 
names were sent to Mr. Coleman 
~.- Ed.) 


Coin Saver Books 


@ Can you send me the names of a 
few firms that still make die-cut 
coin-saver books that banks gave 
out years ago to stimulate savings 
in small amounts? 
GENE STOLTZ 
Sales-Vertising Ad Agency, 
Cleveland 


(They still give them out, and a list 
was forwarded ... Ed.) 


Plastic Gimmicks 


@ There is an organization (in fact, 
there are several) who supply little 
plastic shapes and subjects that are 
used in promotional mailing pieces. 
One outfit has all sorts of little 
things from animals to shovels, etc. 
and I am trying to find their ad- 
dresses. 

We are in desperate need for this 
information, and we would appreci- 
ate hearing from you as quickly as 
you can reply. 

Atvin Crrron 

Sales Promotion Manager, Wom- 

en’s Sportswear, International 

Jantzen, Portland, Ore. 


(Reply rushed to Portland by re- 
turn mail . . Ed.) 


Convention Badges 


@ I would appreciate it very much 
if you can furnish the names of 
various manufacturers of conven- 
tion badges. 
Rosert L. PICKERING 
The Pickering Advertising Agen- 
cy, Oakland, Cal. 





C0 ME ON IN Hammermill Offset invites readers to plunge into your printed 


pieces. It adds realism to the products it shows, puts sell 
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BLACK AND WHITE 
ILLUSTRATIONS 

LOOK ALIVE...ON 
HAMMERMILL OFFSET 


Show every contrast of light and shadow, every 
drop of water with startling clarity. Black and white 
or full color prints profitably on Hammermill Offset, 
with fast press runs and ink economy. You can 
order this strong, pick-free paper in 8 finishes and 
7 new colors. This insert printed by offset on 
Hammermill Offset, substance 70, Super-Smooth 
finish on a 41 x 58 four-color press. Sheet size 

38% x 57%, 18 up. Speed 3,000 an hour. Deep etch 
aluminum plates. Colors printed yellow and blue, 
then red and black. Hammermill Paper 

Company, Erie, Pennsylvania. 





Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


AUGUST 


5-8 .. . Advertising Age’s Summer Work- 
shop, Palmer House, Chicago 

12-13 . . . Circulation Seminar for Busi- 
ness Publications, The Pick-Congress, Chi- 
cago 

28-31 . . . Advertising Specialty Natl. 
Assn., Fall Fair, Palmer House, Chicago 


4-5 . . . Graphic Arts Trade Assn. of 
America Inc., Waldorf-Astoria, New York 
5-9 . . . Intl. Assn. of Printing House 
Craftsman, Statler-Hilton, New York 


6-10 . . . Printing Industry of America, 
Waldorf-Astoria, New York 


6-12 . Spectra °59, International 
Graphic Arts Exposition, Trade Show 
Building, New York 

6-12 . . . Natl. Graphic Arts Assn., New 
York City 

6-12 . . . Educational Graphic Arts Ex- 
position, Coliseum, N. Y. 

7-10 . . . Intl. Assn. of Electrotypers & 
Stereotypers Inc., Biltmore, New York 
9-12 . . . Intl. Typographic Composition 
Assn. Inc., Park-Sheraton, New York 


13-15 . . . Produce Packaging Exhibition, 
Sheraton, Philadelphia 


13-16 . . . Direct Mail Advertising Assn. 
Queen Elizabeth, Montreal, Canada 


13-16 . . . Natl. Paper Trade Assn., Fall 
Convention, Conrad Hilton, Chicago 
16-19 . . . Mail Advertising Service Assn., 
Queen Elizabeth, Montreal, Canada 


17-18 . . . Natl. Electric Sign Assn., Fall 
Conference, Netherland Hilton, Cincinnati 
22-25 . . . Office Equipment Manufac- 
turers Institute, National Guard Armory, 
Washington 

27-29 . . . National Fibre Can & Tube 


Assn., The Broadmoor, Colorado Springs, 
Colo. 


29-Oct. 2 . . . Industrial Film & Audio- 
— Exhibition, Trade Show Bldg., New 
or 


OCTOBER 


3-11... Intl. Show & Congress of Print- 
ing, Publishing & Paper Industry, Fair 
Grounds, Milan, Italy 


5-9 . . . Society of Motion Picture & TV 
Engineers, Fontainebleau, Miami Beach, 


Fla. 


14-16 . . . Point-of-Purchase Advertising 
Institute, Statler, Washington 


18-21 . . . American Photoengravers Assn., 
Statler Hilton, Dallas, Tex. 


22-23 . . . Audit Bureau of Circulations, 
Drake, Chicago 


25-28 . . . Natl. Flexible Packaging Assn., 
Greenbrier, White Sulphur Springs, W. 
Va. 


30-Nov. 1 . . . Screen Process Printing 
Assn., Statler Hilton, New York 


31-Nov. 3... Natl. Automatic Merchan- 
dising Assn., Conrad Hilton, Chicago 


GED REPRINTS 


This is a selected list of reprints currently in stock. A complete list ran in June. 
Unless another price is given, each sells for 25. In lots of 10 of any one re- 
print, the price is 20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 
12'/a¢ each. Order by number from Reprint Editor, Advertising Requirements, 


200 E. Illinois St., Chicago 11, Ill. Please enclose payment if your order totals 
less than $2. 


New This Month 


275 


A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 


276 The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 


A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 


Miscellaneous 
266 An inside Look at Worthington's Trademark Think’ 


301 


ing 
A presentation for its own staff tells the story behind a new trademark 
A Basic Guide for Paper Buyers 


The Best of AR tells what the adman must know about paper 


218 Ten Rules for Believable Testimonials 


202 How | Solved it ($1) 


How to get the most value from a personal endorsement of your product 
Emblems — by Robert M. Marks : 


A practical guide to the development of an embiem identification program 
64-page book containing over 125 selected ‘‘How I Solved It’’ items from AR readers 
Advertising Copyrights —— by Robert J. Burton ($1) 


Copyright protection for graphic arts—a compilation of ten AR articles 
Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 
306 A Basic Guide to Packaging 


270 How to Work with a Package Designer — by 
269 How Women Feel About Food Packaging — by 


264 
258 


What packages should do for sales, and what materials to use 
Robert Dickens 
A designer's device on how to get along with these specialists 
Bette Macon 


A report of a pariel discussion at which some women shocked the experts 
Do Multi-Packs Boost Volume? — by Richard E. Reed 


A report on a carefully-controlled test which measured effects of multiple packing 
Twenty-nine Ways to Measure Pack: ffectiveness — by 4. Bevans 


Package engineer presents a yardstick of 29 questions 


Photography 


302 
228 
175 
162 


A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
How to Use Color Stats — by Ted 


How admen are exploiting the many uses of full-color stats 
How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Point-of-Purchase 
310 What Makes Good P.O.P, Advertisi 


A Best of AR feature which covers the fundamentals of this medium 


263 Why an Agency Opened its Own Supermarket — by Kenneth R. 


MacDonald 
The reasons behind the store run by Cunningham & Welsh 


259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


253 
252 
242 


A report on how 24,000 grocery stores use p.o.p. material 
Hew to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
What's in the Future for Point-of-Purchase? — by Les Gal 


An adman reports the effects of the changing market place on p.o.p 
Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 


Premiums 


312 
272 
251 


Do's and Don'ts for Premium Buyers 


A Best of AR article gives practical suggestions to improve use of premiums 
Overseas Premiums Can Add Glamor to your Promotion — by William S$. Roach 


Drop-shipping premiums from abroad has some advantages, but some risks as well 
The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Printing & Typography 


311 
305 


How to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
A Portfolio of Typefaces for Admen 


The Best of AR feature includes more than 300 one-line specimens 
How Billboard Produced an Unusual Insert — by R. B. Schveler 


The production story of a special section with a life of its own 
The Advantages of Letterpress & Offset 


A debate in print shedding light on the selection of the best printing process 
Let's Get Together on Offset — by hramm 


There’s trouble when buyer, artist and printer don’t talk the same language 
A System for Controlling Printing Costs — by Kammann (50c 


) 
A five-part outline of a practical system for saving 10% on your printing bills 
Let's Swap ideas 


. Jr. 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 
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for ADMEN 


® How You Can Earn More Money 
by Mail, by Whitt N. Schultz; The 
How To Book Co., Glencoe, IIl., 10 
pages, $1. . . This little monograph 
lists 100 ways to start, build and 
operate your own mail order busi- 
ness. It gives, in terse form, prac- 
tical suggestions for anybody con- 
sidering going into mail order, either 
full-time or on a part-time basis. 
While most of the suggestions are 
obvious, the ability to see them here 
in short form may prevent many a 
beginner — and old hands, too — 
from expensive mistakes. 


© Soule’s Dictionary of English 
Synonyms, edited by Alfred D. 
Sheffield; Little, Brown & Co., Bos- 
ton, 614 pages, $4.95 . . . If you’ve 
ever been baffled by the search for 
a word that expresses just the right 
shade of meaning, if you’ve ever 
had the right word on the tip of 
your tongue, but you can’t pin it 
down, this book is for you. 

First published about 90 years 
ago, it is now a classic. It is ar- 
ranged alphabetically, which makes 
it easy to use, and it contains noth- 
ing except definitions, which makes 
it compact. 

Just as one example, here is the 
list of synonyms for the word 
“idiot” (and why did that choice 
come to mind?): Fool, natural 
fool, congenital imbecile, imbecile; 
simpleton, blockhead, dunce, booby. 

Edward Weeks, editor of The At- 
lantic, contributes a foreword. 


© The Elements of Style, by Wil- 
liam Strunk Jr., revised by E. B. 
White; The Macmillan Co., New 
York, 71 pages, $2.50 . . . In July, 
1957, Mr. White did a piece in the 
New Yorker about a book written 
and used by an English professor at 
Cornell, with whom Mr. White had 
studied. This article brought the 
book to the attention of publishers, 
and this edition was arranged. Mr. 
White’s article was used as an in- 
troduction. In addition, he wrote a 
new chapter on writing, and made 
some revisions in the text. 

Prof. Strunk has definite opinions 
about how language should be used, 
and he doesn’t mince words. For 
example, in response to the claim 
that a usage should be approved 
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because it has achieved popular ac- 
ceptance, there is this sentence: “If 
every word or device that achieved 
currency were immediately authen- 
ticated, simply on the grounds of 
popularity, the language would be 
as chaotic as a ball game with no 
foul lines.” 

Another quote: “Only the writer 
whose ear is reliable is in a posi- 
tion to use bad grammar deliberate- 
ly; only he knows for sure when a 
colloquialism is better than formal 
phrasing; only he is able to sustain 
his work at the level of good taste.” 

One could quote the whole book 
with profit, but if you are concerned 
with words, it would be better to 
read it first hand, and as a whole. 


© Why People Buy, by Louis Ches- 
kin; Liveright Publishing Corp., 
New York, 319 pages, $5 . . . One of 
the most controversial figures in 
advertising research is the author of 
this provocative book. Mr. Cheskin, 
who has written eight earlier vol- 
umes, has given this one the sub- 
title, “Motivation Research and its 
Successful Application.” 

Research in advertising and mar- 
keting is itself controversial. Mr. 
Cheskin is an advocate, and a 
staunch one, of the validity of the 
scientific approach. He sneers at the 
intuitive creators of packages, ads, 
slogans or what have you. To quote 
him: “The greatest contribution of 
designers is their originality and 
creativity, which can, under some 
conditions, be negative factors in 
marketing.” 

It is a difficult field, because it is 
not easy to isolate the key factors, 
to be sure that what you are actual- 
ly measuring is just what you want 
to measure. In addition, it is not 
easy to isolate factors so you can 
measure their effect. In short, we 
have a long way to go before re- 
search in the social sciences is com- 
pletely scientific. 

The last few chapters outline the 
detailed research carried out on be- 
half of various well-known prod- 
ucts. They are illustrative of how 
helpful sound research can be. It 
is too bad that illustrations of the 
designs discussed were not in- 
cluded, for this would have made 
the results more meaningful to the 
reader. 


@ Mike & Screen Press Directory 
and Newsguide, Philip Scheffler, 
editor; Radio-Newsreel-Television 
Working Press Assn. Inc., Hotel 
Shelton, New York, 187 pages, $10 
... This is one of the most complete 
listings of publicity contacts avail- 


able. It gives the names, addresses 
and telephone numbers of newsmen 
in radio, television, newsreels and 
newspapers. A second section lists 
key people in news sources: the 
federal government, state and cities, 
sports, UN, and one of the best list- 
ings of industrial and institutional 
representatives in print. This last 
section contains the names of con- 
tacts of several hundred organiza- 
tions, including regional representa- 
tives and, in many cases, home 
phones. 


© A Diderot Pictorial Encyclopedia 
of Trades and Industry, edited by 
Charles Coulston Gillispie; Dover 
Publications, New York, 2 volumes, 
920 pages, boxed, $18.50 . . . In 1763, 
under the direction of Denis Di- 
derot, there was published an illus- 
trated volume, showing all the ex- 
isting trades and occupations in 
France of the 18th century. We all 
owe Dover a debt of gratitude for 
reissuing this fascinating record. 
In 485 full-page plates, the vol- 
ume covers 13 broad categories of 
industry, ranging from agriculture 
to fashion. In drawings which range 
from the broad to the detailed, an 
industry is covered step by step. 
For example, if you wanted to cast 
printing type, there is enough in- 
formation to permit you to make 
the same kinds of molds, and to 


follow the same production process, 
that were in vogue in 18th Century 
France. 

It’s a handsome book to leaf 
through, and it is salutary to be re- 
minded that our forebears were 
pretty ingenious mechanically. They 
did a lot of things that we tend to 
think are modern inventions. 

The illustrations are available for 
reproduction without payment of 
royalty, and should prove useful, 
not only as reference material, but 
for incorporation in ads and mail- 
ing pieces. 





PIAA Self-Advertising Awards 

Sponsored by Printing Industry of 
America Inc., 5728 Connecticut Av., 
Washington 15; Miller Printing Ma- 
chinery Co., 1117 Reedsale St., Pitts- 
burgh 33. Open to all letterpress, litho- 
graphic, gravure, silk screen and allied 
process printers in the United States, 
Canada, and the Hawaiian Islands, 
whether PIA members or not. Material 
submitted must be from ad campaigns 
completed since Sept. 13, 1958. A cam- 
paign will consist of three or more 
pieces of advertising used in this one- 
year period and may include any ad- 
vertising medium. Individual _ speci- 
mens include any single piece of self- 
advertising. Awards will include three 
$1,000 cash prizes and nine “Bennys.” 

Cleses Aug. 14, 1959 


Retail Packaging 
Sponsored by Variety Store Merchan- 
diser, 419 Fourth Av., New York 16. 
Covers any package, new or old, sold in 
any variety chain during the past year. 
Entries are judged in ten classifications 
including cosmetics and toilet goods, 
toys and games, household and _ house- 
wares, hardware, paint and _ electrics, 
horticulture, notions and related lines, 
domestics and other soft lines, ready- 
to wear, stationery, miscellaneous 
(novelties, holiday, lines, edibles, etc.) 
“Best package of the year” receives 

bronze plaque. 
Closes Aug. 31, 1959 


Machine Tool Ads 

Sponsored by the National Machine 
Tool Builders’ Assn., 2071 E. 102nd St., 
Cleveland 6. Open to any member of the 
Natl. Machine Tool Builders’ Assn. 
Competition covers business paper ad- 
vertisements; catalogs or bulletins: di- 
rect mail, or complete campaigns on 
introducing a new machine tool. 

Closes Sept. 1, 1959 


Cer Card Awards 

Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St., 
New York 17. Monthly competition open 
to advertisers, agencies and graphic arts 
leaders for best car card of the month. 
Winning entry will be picked from a dif- 
ferent city each month from among car 
cards submitted by NATA members, 
agencies and advertisers throughout the 
country. Best of monthly winners will re- 
ceive award for the outstanding car card 
of the year. 

Closes monthly 


Printing 

Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards. 

Closes last day of each month 
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PERMANENT 


4 DECAL SIGNS 


ATLL 
BOHEMIAN all the permanence of 
Ps 


a true decal... 


plus the simplicity of 
waterless application 


During the past year hundreds of 
leading national and regional adver- 
tisers made the big switch to 
Meyercord Pressure Sensitive Decal 
Signs. Good reason, too! They report 
getting more sign installations than 
ever before. They like the perma- 
nence of decals . . . especially when 
combined with the simplicity of no- 
water application. Field men like the 
rapid, convenient installation . . . 
without buckling or wrinkling. 
Meyercord laboratory research takes 
a bow for developing these tough, 
durable Pressure Sensitive Decal 
Signs that are built to give long and 
effective service, indoors or outdoors. 
Let our sales representative explain 
what Pressure Sensitive can mean to 
your Point-of-Sale advertising! 


Make Sure You Use Only Tested, 
Quality-Controlled Decal Signs 


In our factory the Weatherometer provides constant @ 
quality-control through accelerated weathering tests § 
to determine life expectancy and durability of each 
order. Two Weatherometers operate fifteen hours daily. 


Send for your copy of The Meyercord AD-Visor 
- «+ full color brochure. Write on company letterhead . . . 


the MEYERCORD co. 


Dept. M-207, 5323 West Lake Street, Chicago 44, Illinois 
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Actual case histories 
prove you can get 

up to % more returns 
On direct mail! 

Watch Allied for 

big news on... 
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ow the Company Advertises 


Here is a full report on a 


promotion-minded company 


in an aggressive and growing 


field — outboard motors. 
This, and two other articles, 


explore its operations. 


By Robert B. Konikow 
AR Managing Editor 


The outboard motor is a _ post- 
war phenomenon that is worth 
taking a good look at. Its rapidly 
increasing sales volume has created 
a dynamic marketing pattern, in 
which almost anything can go—and 
frequently does. 

Because it is a luxury item, a 
high-price item, a _ leisure-time 
item, a slow-to-depreciate item, the 
outboard motor presents a very 
special marketing problem. Because 
much of its growth has taken place 
within the last decade, the indus- 
try has been able to adopt modern 
techniques, hampered only mildly 
by outmoded heritages from the 
past. Because it is a highly con- 
centrated and highly competitive 
field, with the bulk of the market 
confined to a handful of compet- 
itors, competition is keen. Because 
it is an indusry in the early phases 
of its growth, having reached an 
estimated 10% of its potential, the 
pressure to gain a dominant posi- 
tion is great. 

For all of these reasons, AR is 
bringing to its readers the portrait 


, 


Staff Conference . . . Three-quarters of Johnson’s advertising and 
sales promotion staff talk over a point. From left to right, Chester 
Palmer, advertising manager, Robert Day, administrative assistant, 
and Jerome Martin, assistant advertising manager. Ronald Henry, 
sales promotion trainee, is on leave of absence for military service. 


of an aggressive and dynamic com- 
pany in this field, Johnson Motors, 
Waukegan, Ill. One of the leaders 
in the outboard motor industry, 
Johnson has a well-rounded pro- 
gram, doing a fine job with a multi- 
medium approach. 


> Johnson is no newcomer to the 
outboard motor field, nor to its pro- 
motional and advertising aspects. 
For example, Johnson started ad- 
vertising in the Saturday Evening 
Post about 1922. 

But before looking into the John- 
son program, let’s take a quick look 
at the outboard motor industry as 
a whole, and what gives it its rather 
special flavor. 


> For many years, the outboard 
motor played a rather minor role, 
being limited largely to a handful 
of fishermen, almost entirely con- 
centrated in the upper midwest, 
Minnesota, Wisconsin, Michigan, 
which abound in small, scattered 
lakes. Some sales were also made 
along the Atlantic coast. The mo- 
tors were small, low-powered, 
noisy, barely able to push a row- 
boat along at a leisurely pace. But 
they were better than rowing. 
After World War II, the out- 
board began to grow in power. The 
new motors were powerful enough 
to drive a bigger craft, and to add 
enough speed to permit the boat 
to skim the surface of the water 
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rather than plow through the waves. 
This turned boating from a fisher- 
man’s aid to a family recreation. 
At the same time, boating facilities 
grew rapidly, as water conserva- 
tion programs began to show re- 
sults. An additional factor was the 
increase in available income and in 
leisure time. All of these have 
added up to a boom in anything 
that has to do with boating. 


> In the early days, outboard mo- 
tors were handled by all sorts of 
dealers, most of them small. They 
were carried as sidelines, often by 
bait stores, boat rental operators, or 
even gas stations. But the sudden 
boom in sales brought in a new 
kind of merchandiser—a man who 
was ready to apply merchandising 
techniques that he had learned in 
one of the more competitive fields 
—like appliances or automobiles— 
to this new product. 

As a result of this changing pic- 
ture, Johnson now has about 3,800 
dealers, who vary in size from the 
very small, practically by-product 
dealer, to the large progressive 
dealer who specializes in marine 
equipment and who is an aggres- 
sive promoter. Johnson has a nat- 
ural reluctance to toss overboard 
those dealers who have been with 
the company for many years, even 
if some of them are being left be- 
hind in the drive for volume. 

This means that the company’s 
sales promotion program must be 
one capable of wide variation, suit- 
able for carrying out at the local 
level by dealers of all sizes and 
types. It must be advanced and 
complete enough to furnish mate- 
rials and assistance to the most 
imaginative dealers. At the same 
time, it must be simple and inex- 
pensive enough to be handled by 
the most limited. 


> To handle this kind of promo- 


Promotional Material . . . Dealers get an annual sales promotion book, sample mailing 


tion there is a small staff, consist- 
ing of three executives, under Chet 
Palmer, Advertising Manager, and 
four on the clerical staff. This group 
of eight people handles Johnson’s 
advertising and sales promotion 
program, with a budget which last 
year reached $2,250,000. 

The advertising group is one of 
four branches under the direction 
of William Jonas, Director of Sales 
and Advertising, whose retirement 
has been recently announced. The 
fact that his successor, Thomas B. 
Kalbfus, comes from the TV-Radio 
Division of Westinghouse, is an in- 
dication of the trend towards ag- 
gressive merchandising in the in- 
dustry. 

The other three branches are 
sales, with a staff of 25; public rela- 
tions, which has three executives, 
backed up by the p.r. services of J. 
Walter Thompson, the company’s 
advertising agency; and _ service, 
which is concerned mostly with the 
operation of maintenance depart- 
ments in dealers, producing training 
manuals, service guides, and so on. 


> While both advertising and sales 
promotion are handled by the same 
branch, the two are considered as 
separate programs. Advertising is 
defined, at Johnson, as the effort 
the company makes to reach the 
public directly. Its concept of sales 
promotion is that it covers what 
is done to reach the public through 
the dealer. 

The advertising program takes the 
bulk of the budget. Johnson has 
always been heavy in the print me- 
dia, and continues to put the bulk 
of its budget here. In addition to 
general magazines, like the Post, 
it uses both the boating and the 
outdoor magazines. Of the current 
appropriation, about $1,050,000 has 
been allotted to magazine cam- 
paigns. Another $450,000 is spent 
on newspaper advertising, spread 


pieces, can buy signs and photomurals, to offer complete program. 
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over about 260 market areas. Deal- 
ers, on the whole, spend about an 
equal amount on newspapers, gen- 
erally to tie in with nationally- 
placed space. 

While television is not on this 
year’s schedule, there is no rule 
about this, or regular objection to 
its use. For example, the previous 
year’s budget included the sum of 
$200,000 for half-sponsorship of 
three Bob Hope specials, which the 
company considers to have been 
a very worthwhile investment for 
the special purpose of introducing 
a new model. Here, too, this was 
given dealer support with ads in 
local newspapers calling attention 
to the program especially, and more 
unusually, to the commercials! 

The remainder of the budget is 
divided among printing, sales pro- 
motion and administrative. The 
printing allotment is $300,000, much 
of it for direct mail materials. Sales 
promotion takes $400,000, and the 
balance of $50,000 is administrative. 
In addition, of course, dealers spend 
more money for sales promotion 
materials, for the Johnson external 
publication, Water Ways, and other 
items. The exact figure is not avail- 
able, since much of it goes directly 
from the dealer to the supplier, but 
it is estimated to be equal to John- 
son’s own sales promotion budget. 


> Core of the sales promotion pro- 

gram is a book, issued annually. 

This is timed to fit into the model 

year, which starts October 1. The 

The heaviest sales period, however, 

is the spring and early summer, 

and much of the effort is devoted 

to leveling off dealer activity. 
Thumbing through the annual 

edition will give you an idea of the 

scope of the program. As this is be- 

ing written, the 1960 manual is be- 

ing blocked out. On the desk of 

Jerry Martin, Johnson assistant ad- 

vertising manager, sits a tub file 

with a folder for each section of the 

manual. A list of the names on the 

folders will indicate the variety of 

topics and materials that make up 

the Johnson advertising and sales 

program: 

e Administrative Aids 

Boat Co. Selling Aids 

1960 Advertising Plans 

All-Family Boat Show 

Budget & Planning 

Dealer Identification 

Display Program 

Newspapers 

Novelties 

Outdoor 

Photography 

Printed Material 

Public Relations 

Radio 





Outdoor 


Variety of Circulars . . . The fact sheet, 
above, is a regular newsletter sent to 
editors and writers. Below is the cover 
of a dealer piece that introduced the 
new visual selling program. 


Sea Horse Power Preview 
Service Helps 

Television 

Used Motor Program 
Visual Selling 

Water Ways 

Winter Storage Campaign 


These headings remain fairly con- 
stant from year to year, although 
the relative amount of emphasis on 
each will vary. With a limited 
amount of money and manpower, 
equal concentration on every ele- 
ment cannot be achieved. Rather 
than dabble in a lot of different 
areas, and effect only minor prog- 
ress in any, the conscious decision 
has been made to concentrate on 
one or two areas, devote a good 
deal of time to them, bring them 
up to a good solid program, and 
then let them run on for a couple 
of years pretty much by themselves. 
In the meantime, attention can be 
concentrated on other phases of the 
program. 

This has the advantage of giving 
each year’s program something sub- 
stantially new and different. This 
emphasis makes the new program 
dramatic and exciting, calls the 
dealer’s attention to it, and yet the 
over-all program is gradually im- 
proved. 

For example, the 1959 program 
carried more than the usual num- 
ber of advertising specialties avail- 
able to the dealer. The reason for 
this was simple. This was the first 
year for the new Johnson sea horse, 
a modern design element prepared 
by Dave Chapman, and which the 
company wanted to get as widely 
distributed as quickly as possible. 
It therefore offered its dealers a 
wider variety of imprinted articles. 


> The sales promotion book follows 


a regular schedule. It is started as 
soon as the annual program is 
blocked out in March and April. 
By that time, the new models are 
ready, and photographs, both for 
advertising and catalogs, have been 
taken. 

The next deadline is August 1. 
At that time, there is a meeting of 
the complete sales force. While the 
manual is not completed, it is suffi- 
ciently advanced so that its basic 
materials can be reported to the 
salesmen. 

The book itself is sent out to 
dealers in September, just before 
the release of the new models. It 
describes all the materials available 
to the dealer, gives prices, and in- 
cludes order blanks. 


> The latest edition available is that 
for the 1959 model year, and while 
it is not wholly typical, it is worth 
a detailed look. Because of the new 
trademark, among other reasons, it 
is not as complete as usual. Some 
programs, not quite ready for re- 
lease with the manual, were sent 
out later in separate folders. In 
the future, however, they will prob- 
ably be included in the single man- 
ual. 


Signs . . A well-rounded program 
of dealer identification has been 
included. Leading the line is a plas- 
tic fluorescent illuminated sign 
which is 15’ high and 6’ wide. Other 
smaller plastic signs, for both ex- 
terior and interior, are available 
from Neon Products Inc., Lima, 
Ohio. Metal signs were supplied in 
three forms: as a roadside sign, a 
bracket sign and a tacker. These 
were supplied by Massillon-Cleve- 
land-Akron Sign Co., Massillon, 
Ohio, and Scioto Sign Co., Kenton, 
Ohio. Decals, for truck doors, for 
application to motors and boats, for 
windows, were obtained from Palm- 
Fechteler and Chrome-Glow. All 


Display Materials 
Dealers can buy 
complete kit, with 
window streamer, 
pennants, mobile, 
motor background. 


of these items carried an imprint 
of the dealer, plus the sea horse 
symbol. 


Films . . Johnson is a heavy user 
of theater screen advertising, and it 
makes available to its dealers no 
less than 13 films suitable for local 
sponsorship. While production costs 
are absorbed by Johnson, the local 
dealer makes up his own schedule 
and pays for screen time. The pro- 
duction of the subjects is by United 
Film Service, Kansas City, using 
footage supplied by Johnson. A 
dealer who wants to participate in 
the program merely sends in a post- 
card bound into the manual. John- 
son refers his name to the nearest 
representative of United or one of 
its associated companies, who work 
out the specific arrangements. 


® Somewhat similar arrangements 
are made for those dealers who wish 
to take television time. Johnson has 
available six 1-minute commer- 
cials and three 20-second ones. 
These are designed with an open 
end for the dealer to drop in a slide 
with his name and address. 


@ Short films for non-theatrical 
showings are a function of the pub- 
lic relations department, rather than 
the advertising department. At 
present, the Johnson library has 10 
active titles, with a program of 
adding about one new title a year. 
Production is under the supervision 
of Dick Matt, a specialist in ma- 
rine photography, whose exclusive 
retainer fee is shared by the adver- 
tising and the public relations de- 
partments. Mr. Matt supervises all 
still and motion picture photog- 
raphy, and puts together the fin- 
ished film productions. 

Bookings for these movies are 
made through the dealer, when- 
ever possible, to give him the maxi- 
mum promotional value from their 
showings, but the films are actually 
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shipped by Solana Studios, Clear- 
water, Fla. 


© A new program, which brings in- 
to the store, in a more personalized 
manner, the impact of the theater 
screen commercials, has been added 
to the program just this year. This 
substitutes a film showing for a 
demonstration ride. Customers who 
are spending several hundred dol- 
lars for a motor want to see it in 
operation, so all dealers have had 
to make arrangements for taking 
prospects out on the water. 

But a demonstration ride is often 
so pleasant that it attracts lookers 
at least as readily as buyers, and 
the costs can go up rapidly. To help 
cut this down, and to discourage 
casual requests, Johnson has sug- 
gested that each dealer install a 
16mm projector and a small shaded 
screen, so he can run off film dem- 
onstrations first. 

To encourage this, and especial- 
ly to encourage the dealer to pre- 
pare his own demonstration films, 
taken in his own nearby water- 
ways, Johnson has arranged for 
him to buy visual selling kits. These 
consist of a Bell & Howell electric 
eye camera, chosen for its rugged- 
ness as well as its simplicity, plus 
one of the three B & H projectors: 
silent, sound, or magnetic sound. 

Johnson has available demon- 
stration films, showing various 
models of their motors in action, 
using varied backgrounds and var- 
ied types of boats. These are, how- 
ever, primarily for getting a dealer 
started. The company hopes that 
each dealer will build up his own 
library. 


® While we're still in the photo- 
graphic field, Johnson’s still photo 
library should be mentioned. This 
arises from a peculiar factor in the 
outboard motor business. A motor 
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All with Sea Horse 
Dealers have 
available a wide 
selection of 
advertising 
specialties. 


is no good by itself; it must be at- 
tached to a boat. But there are 
many manufacturers of boats—far 
more than motor manufacturers— 
and Johnson dealers among them 
carry almost every brand of hull. 

A dealer who wants to show a 
photo of a motor prefers to show 
it in use, with people obviously 
having fun. That means that a hull 
must be in the picture. But what 
dealer wants to show a make that 
is carried exclusively by his com- 
petitor in town, even if it does 
show it with a Johnson motor? 

To meet this perfectly natural 
objection, Johnson works closely 
with hull makers, and has taken 
photos using every widely-distrib- 
uted make. Prints can be selected 
from a catalog sent out to dealers, 
and ordered directly from Toomey’s, 
Zion, Ill., who prints them to order. 
Photo-murals can also be ordered. 
These shots are used for store dec- 
oration, for local advertising and 
for television slides. 


Printed Materials . . Johnson 
makes available a variety of printed 


selling aids, led by a catalog in full 
color. This contains the full descrip- 
tion of every motor in the line, 
with features and specifications. A 
smaller, abridged catalog is also 
available. Johnson makes one mail- 
ing a year to recent owners. from 
a list compiled from warranty cards, 
and dealers may, in addition, do 
their own mailing. Most of these 
colorful pieces are produced by 
Western Printing and Lithograph- 
ing Co., Racine, Wis. 


@ There are also available book- 
lets: a boating guide, and a book 
on water skiing. These can be 
bought at quantity prices, usually to 
be given away by dealers. Business 
cards bearing the Johnson sea 
horse in two colors are available 
from Relief Printing Corp., Boston. 


e Also for dealers to send to cus- 
tomers and prospects is a new ex- 
ternal publication, Water Ways, 
which is designed to look like the 
dealer’s own magazine. The full 
story of Water Ways is told in a 
separate article, on page 33. 


Specialties . . The 1959 catalog has 
an unusually long list of specialties. 
This, as indicated earlier, was a de- 
liberate effort to spread the new 
trademark as widely and as quick- 
ly as possible. This program, how- 
ever, is almost completely self- 
liquidating, the cost being borne 
by the dealers. Johnson, in most 
cases, merely pays for the die of 
the logotype, and guarantees a 
minimum quantity. If an _ item 
proves to be unpopular, it will not 
be repeated. 

Most specialties are ordered di- 
rectly from the manufacturer, or 
occasionally through a distributor, 


Major Exhibit . . . Johnson takes impor- 
tant space in three national boat shows, 
and helps dealers participate in local 
shows. 





More power to Johnson Motors .. . 
and more power to Johnson advertising 
and sales promotion material, as 
produced by Western Printing and 
Lithographing Company. 

Like scores of other nationally known 
firms, Johnson Motors has found 
smart and modern designing, smooth 
production performance and eminent 
satisfaction in the quality results 

of printed material produced by 
Western . . . from creation of the 
original idea and supervision of 
photography and art, to complete 
step-by-step attention to every detail 
of the fine quality production. 


The Mark of Quality in Fine Printing 


WESTERN PRINTING AND LITHOGRAPHING 


RACINE, WIS.; POUGHKEEPSIE, N. Y.; ST. LOUIS, MO.; HANNIBAL, MO. 


SUBSIDIARIES: 


KABLE PRINTING CO., MT. MORRIS, ILL. © THE WATKINS-STRATHMORE CO,, AURORA, ILL. 


SALES OFFICES: NEW YORK CITY AND BEVERLY HILLS, CALIF. 
DISPLAY ROOMS: DETROIT, MICH., AND CHICAGO, ILL 





rather than through Johnson. Order 
blanks, furnished by the manufac- 
turer, are bound into the sales pro- 
motion manual. 

The list of specialties in the 1959 
manual is of interest, to show the 
wide variety that is made available: 


@ Matchbooks Match 
Corp., Chicago) 

@ Jewelry (Mercury Industries, 
Plattsburgh, N. Y.) 

@ Wail Clock and Thermometer 
(Pam Clock Co., New Rochelle, 
i 

© Cigaret Lighter (Zippo, via Busi- 
ness Promotion Specialties Co., 
Waukegan) 

® Glass Ash Tray (Business Pro- 
motion Specialties) 

® Shear Pin Holder and Key Chain 
(Business Promotion Specialties) 

® Wooden Pencil (Salesbuilders, 
Cincinnati) 

® Pocket Pens (Eversharp, 
Kennedy & Kennedy, Chicago) 
© Rain Hats & Indoor Thermometer 
(Kennedy & Kennedy) 

® Work Clothes (The H. D. Lee 
Co., Kansas City, Mo.) 

® Boat Cushions (Style-Crafters, 
Greenville, S. C.) 

® White Caps (Wilbac Manufactur- 
ing Co., Chicago) 

e T-Shirts & Jackets (Victoria 


(Universal 


via 


Printed Products, St. Louis) 


Exhibits . . The display program 
of Johnson is divided into three 
parts, only one of which is a full 
company venture. Entry into three 
national boat shows—New York, 
Chicago and San Francisco—is han- 
dled by the home office. While these 
reach consumers, they are also vital 
in keeping in touch with dealers. 
During these occasions, existing 
dealers can see the complete new 
line and the promotional materials 
available to back it up. It also is an 
opportunity to talk to potential 
dealers, who may be ready to take 
on the Johnson line. 


@ The second, and one of the most 
important of the exhibit kind of 
promotion, is the All-Family Boat 
Show. This is the biggest promo- 
tional activity for most dealers, and 
it is given great emphasis in the 
sales promotion program. It is de- 
scribed fully in a special article on 
page 41. 


® Many local dealers also enter lo- 
cal sportsman shows or home shows, 
county fairs and other events where 
prospects may be reached. While 
this is primarily the responsibility 
of the dealer, Johnson does prepare 
materials to help up-grade the ex- 
hibit booth. In 1959, it offered deal- 
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100,000 DEALERS CAN‘T BE WRONG 


Over 100,000 dealers use Relief Process business cards and letterheads 
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with factory approved designs in color 


DO YOU KNOW THAT . 
®@ your dealers and distributors will gladly pay for high 


quality business cards and letterheads featuring your 


trademarks 


@ your products and services can be given personalized 
preference right at the point of sale without cost to you 
@ your dealers can purchase quality business cards and 


letterheads at special low rates based on the volume of 
orders from all dealers 


@ your company business card can be designed for use 
by both your dealers and your salesmen 


LET US INTRODUCE OUR DEALER SERVICE 
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presentation sketch of a distinctive business 
card designed to sell your product . 
service 


sample kit of promotional material used by 
other leading manufacturers as sales incentives 
for their dealers 


full details of our no-cost service on promotion- 
al bulletins and finished samples 


SAVER 
pacnacing NEIL DOHERTY, GENERAL SALES MANAGER 


- your 


Write, Wire Or Phone Me Today! 


RELIEF PRINTING CORPORATION 
63 Summer St., Boston 10, Mass. 
Liberty 2-9256 





ers, at the nominal cost of $25, a 
kit of display materials. This in- 
cluded a standing background 
against which three motors, each 
on its own stand, could be dis- 
played; a 20x8’ wall poster; two 
die-cut mobiles; an 80 length of 
pennants; a 48x58” lacquered post- 
er in four colors; a 20x3’ banner 
using Day-Glo in red against a 
black background; 22’ of window 
trim in three shades of blue, scal- 
loped to look like water. Much of 
this material is prepared by Chi- 
cago Show Printing Co. 


e In addition, a dealer can buy a 
6’ high plastic replica of an out- 
board motor, and can rent from 
Johnson a cutaway motor and an 
A-frame display with an illumi- 
nated header, to make a handsome 


stand for two motors supplied by 
the dealer. 


Miscellaneous .. A wide variety 
of mats are available to the dealer 
for his use in preparing local news- 
paper ads. Mats of individual mo- 
tors can be supplied for those who 
want them, and complete ads, pre- 
pared by the Johnson agency, are 
illustrated in the manual. 

Johnson has also used outdoor 
posters in key markets, and dealers 
are encouraged to increase the na- 
tionally-paid-for posting with addi- 
tional boards bearing their im- 
print. 

For those dealers who wish to 
use radio, there is available a disc 
with a number of one-minute and 
of twenty-second spots, plus a kit 
with sample scripts and suggestions. 


> It all adds up to a complete pro- 
gram. It makes up the materials 
which each dealer can use to put 
together a program that suits his 
volume, his market and his own 
personality. Whether he is large or 
small, he can buy and pay for just 

as much as he finds profitable. 
The program is a flexible one, 
and the Johnson staff is constantly 
looking for new items to add to the 
manual, reading business maga- 
zines, visiting conventions, seeing 
salesmen. Since an item must gain 
dealer acceptance, the program is 
practically self-policing. If it isn’t 

bought, it won’t be continued. 
This, then, is the structure of an 
active advertising and sales pro- 
motion department. Although small, 
it has faced up to its task with ener- 
gy, and has developed a program 
that meets a wide variety of de- 
mands, effectively, economically, 
and which has succeeded in keeping 
Johnson Motors in a leading posi- 
tion in a fluid and growing industry. 
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Before you call your 
next press conference, 
be sure to read 

what a p.r. counselor 
learned by asking 


editors questions 


By Lee Schooler 

President 

The Public Relations Board 
Chicago 


“Pro” is a word with favorable 
overtones. It can mean “in favor 
of” and it can mean “professional.” 
It is a word used all too rarely to- 
day by the nation’s newsmen when 
referring to the press conference, 
one of the time-honored methods of 
the professional public relations 
man for bringing his story to the 
public. Time may honor the tech- 
nique—but it is all too evident that 
the press no longer does. 

Since the original aim of the press 
conference was to build goodwill 
with reporters by facilitating the 
delivery of news, the current state 
of affairs is a sad one. That it can 
no longer be ignored became ap- 
parent through a survey just com- 
pleted by our office in which the 
country’s leading newsmen were 
asked to assess the value of the 
press conference. 


> Our survey showed that the press 
is more “con” than “pro” because 
it feels most press conferences are 
not professionally handled with the 
newspapers’ interests at heart, and 
they take too much time for too 
little substance. 

To a newspaperman, this last 
point is a cardinal sin. No body of 
people is more jealous of its time 
than the working press. Nor is any 
group more outspoken when it 
thinks that time is being wasted. 


7 


Do editors like 
Press Conferences? 


To find out precisely the attitudes 
of the press, we compiled a ques- 
tionnaire and sent it to 300 editors 
of newspapers in large and medium 
size cities, wire services and busi- 
ness publications. We asked the edi- 
tors to evaluate the press confer- 
ences they had covered recently, to 
point up the requirements of a good 
press conference and list the rea- 
sons they felt justified calling one. 
We asked for frankness—and we 
got it. 

Close to 100 responses have been 
received to date—a fantastic 33% 
return—indicating that editors are 
eager to express their feelings on 
this controversial subject. In es- 
sence most of their gripes boil down 
to this: more than half of all press 
conferences are downright unneces- 
sary. Their news could have been 
handled better some other way, 
through personal contacts, a pre- 
pared release and possibly a tele- 
phone call to answer any questions 
that might arise. The editors had 
found, through sad, time-consum- 
ing experience, that only a minori- 
ty of the conferences their papers 
covered were truly justified by the 
“meat” of the story. 

Typical comments by editors re 
many press conferences were .. . 
“pointless” . “too much fluff”... 
“window dressing” “circusy” 
“big waste of time.” Strong words? 
Assuredly. But fearsome enough to 
alert the public relations profes- 
sion and the country’s corps of pub- 
licity people—we hope—to the fact 
that something is rotten in the state 


of communications. Before the en- 
tire press is alienated, let’s hope 
something can be done. 


> The chief area of concern in our 
questionnaire (four out of nine 
questions) was determining valid 
reasons for calling a press confer- 
ence. We listed six news an- 
nouncements: a major civic pro- 
ject; the election of a company 
president of an average size com- 
pany; a new consumer product; a 
philanthropic fund drive; candidacy 
for political office; new building 
plans. The editors were asked to 
grade them from zero to 100. 

The best reason, according to 70% 
of those queried, was announcing a 
major civic project. Other ac- 
cepted reasons (those given a grade 
of 50 or better by a majority of the 
editors) were announcing new 
building plans, candidacy for office 
and company expansion plans. Yet 
most of the newsmen indicated that 
even these reasons were only valid 
if the announcements were major 
ones. 

As Charles Finston, political edi- 
tor of the Chicago American, noted, 
calling a press conference “is tanta- 
mount to a promise to produce 
news with some potency. The good 
and sound judgment of both inter- 
viewee and PR men are at stake.” 


> Reactions differed widely about 
the conference called to introduce a 
new product. Some felt that the ad- 
vertising department should be 
notified and paid in such cases, 
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rather than tying up a reporter’s 
valuable time and editorial space. 
Others said that a truly different 
product, or one requiring technical 
explanation, might justify a press 
conference 


We asked the editors to note ad- 
ditional news events that might 
merit a press conference. These in- 
cluded changes in governmental 
policy, explanations of medical and 
scientific developments of a compli- 
cated nature, the presentation of 
the opposite side in a major public 
controversy and company news with 
far-reaching implications. Under 
this latter heading came such events 
as job layoffs, strikes, major re- 
search projects, a proxy fight, 
merger or sale of a company. 


> The press conference to interview 
well-known political, civic and busi- 
ness figures was held in relatively 
high favor by most of the editors. 
This was convenience in terms of 
their time as well as the celebrity’s 
available time. In this area, they 
feel first-hand impressions often 
produce superior stories. William P. 
Frank, a columnist for the Wilming- 
ton, Del., Morning News, pointed out 
that a press conference reveals the 
true personality of the person in the 
news. 

Yet other editors warned of the 
dangers of putting just any inter- 
viewee on display. Newsmen are 
alert and anyone less so is apt to 
appear ridiculous under hard-hit- 
ting questions. The city editor of a 
major southern newspaper wrote 
that the only valid type to present 
at a press conference is “a person 
of reasonable candor.” A pet peeve 
of other newsmen is being told “off 
the record” stuff at an interview 
session. Generally, if nothing is to 
be revealed beyond what a printed 
release could accomplish, even an 
interview type conference is thought 
to be worthless. At press confer- 
ences, the southern editor went on, 
“too often the comments sound as 
if they had been carefully cleared 
beforehand with the board of direc- 
tors.” 


> On the positive side, our question- 
naire asked the editors to describe 
the principal values of the press 
conference in terms of news cover- 
age. As might be expected, clarifi- 
cation was the advantage most often 
cited. Several editors rely on press 
conferences for “story behind the 
story” type news and welcome the 
chance to go beyond the printed 
hand-out and dig deeply into really 
significant material. New informa- 
tion may emerge during a discus- 
sion from which rounder, more 
comprehensive stories often result. 
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A second value mentioned fre- 
quently in our survey is the oppor- 
tunity for the press to establish con- 
tacts that might prove valuable in 
the future. One city editor of a large 
metropolitan daily paid the press 
conference the left-handed compli- 
ment of saying these contacts are 
“often the only benefit.” 

To many newsmen the assurance 
that they won’t be scooped on an 
important story inclines them fa- 
vorably toward the press confer- 
ence. They appreciate the “even 
break” when all media, regardless 
of influence or size, are given equal 
access to the news and an equal 
chance to ask questions. When a 
paper has a monopoly or near- 
monopoly in a small or medium- 
size city, its editor naturally finds 
less value in a press conference. 


> Several of the editors felt that the 
press conference would be more 
valuable if reporters were given the 
opportunity to question the inter- 
viewee privately following the gen- 
eral session. They could then devel- 
op exclusive angles for their papers. 
Without this opportunity, a surpris- 
ing number pointed out, the report- 
er’s initiative is destroyed. Louis G. 
Gerdes, city editor of the Omaha 
World-Herald, even went so far as 
to call a press conference “the sym- 
bol of reporting laziness.” 

To William T. Shelton, city editor 
of the Little Rock, Ark., Gazette, 
the only value of a press conference 
is “the negative one of knowing 
your competitors won’t have the 
jump.” 


> What about hand-outs? Most edi- 
tors want them fairly complete, 
background material, full texts of 
speeches, a prepared summary, etc. 
The general rule one editor sug- 
gested is “too much rather than too 
little.” A majority of those queried 
prefer to take their own pictures, 
but appreciate having prints along 
with the release material to use in 
case of deadlines or emergencies. 

Marguerite Davis, Chicago bureau 
manager for United Press Intl. 
would like to receive written ma- 
terial in advance of the press con- 
ference. This would be especially 
valuable to the wires, she explained, 
and might often mean the difference 
between an early bird story getting 
the space or being dropped in favor 
of more timely news. She said a 
wire service would honor the re- 
lease time specified but could have 
the story roughed in before the ac- 
tual conference, if the material were 
sent on as soon as it was available. 
This slight jump on the game would 
enable all reporters to phrase more 
intelligent questions. 


> Editors responding to our survey 
were asked to spout off on their 
“gripes of wrath” about the way 
press conferences were handled as 
well as the reasons for calling them. 
A major complaint from the news- 
men was sharing the session with 
tv and radio men. Many felt these 
people did not ask their share of 
questions and got a free ride on the 
story from the press. Others re- 
sented being unwilling actors when 
the tv cameras were present. Con- 
structively, they suggested that 
wherever possible, separate press 
conferences be held for the press 
and the sound media. 

Newsmen resent it when public 
relations people “use” the press con- 
ference as a device to impress their 
clients or visiting dignitaries. The 
PR man should stay in the back- 
ground except for introductions, 
keeping the interviewee on the 
track, and keeping individual re- 
porters from monopolizing his time. 

Other gripes were lack of proper 
planning, mailing invitations to in- 
dividual reporters instead of the 
editor concerned, insufficient ad- 
vance notice and late arrival by the 
interviewee causing delay in start- 
ing. 


> So businesslike were the bulk of 
the editors in our query that they 
prefer no refreshments at all at a 
press conference, or only coffee. 
Several mentioned that cocktails or 
luncheon were acceptable if they 
didn’t consume too much time. An- 
other time-waster that came in for 
criticism is the conference held far 
away from the metropolitan centers. 
Newsmen object to spending time in 
transportation unless it is vitally 
necessary. 

“The press conference has been 
greatly overdone,” commented Ralph 
Jones, news bureau chief for Fair- 
child Publications. He sums up the 
attitude of the press rather aptly by 
calling the practice a “good gimmick 
that has been blunted through 
over-exposure.” 


> Our survey showed that the press 
conference today is a little like the 
road paved with good intentions. 
Instead of a fine, broad avenue of 
communication between business 
and its PR men and the press, it has 
led to misunderstanding and illwill. 
But if we try to tailor the technique 
to fit the needs of the press — 
whom we are ostensibly trying to 
serve — the goodwill can be re- 
stored in time. Every unjustified 
press conference that does not pro- 
duce real news pushes that time 
further into the future. Every suc- 
cessful conference brings the mil- 
lenium closer. 44 





Ain External That 
Pays For Itself 


Here is a company publication that 


is individualized for each dealer, 
not only with his name on the cover, 
but even the ads are for his lines. 


By Jerome C. Martin 

Assistant Advertising Manager 
Johnson Motors 

Waukegan, Ill. 


Johnson Motors has a brand new 
voice directed through its dealers 
to some of the most avid boaters in 
the country. Water Ways is its 
name. 

This new external house organ, 
the only one in the marine field, is 
unique in many ways. In it is found 
the means to lick the ever increas- 
ing postal costs being tacked on 
to this form of selling. Instead of 
decreasing direct mail campaigns, 
prevalent in other fields due to ris- 
ing costs, Johnson’s is on a fast up- 
swing. 


> Water Ways’ most unusual fea- 
ture is the advertising it carries for 
all major product lines handled by 
the dealer. There are two strong 
Johnson ads in each issue, plus a 
dozen others selling the features 
of boat, trailer and accessory items 
carried in the store. Johnson is 
usually the only outboard motor 
handled by our dealers, and as a 
result, we don’t have to worry about 
their wanting to advertise a com- 
petitive product. 

Here’s how it works. After a 
Johnson dealer decides to partake 
in the Water Ways program, he is 
sent a master catalog which con- 
tains ads from major marine manu- 
facturing companies throughout the 
country. These ads run the gamut 
from big outboard cruisers to small 


dinghies, from floating houseboats 
to floating flashlights. Anything in 
the marine category that a Johnson 
dealer could normally carry in 
stock is qualified to participate in 
the program. 

When the dealer receives the 
master ad catalog, he selects the 
products he wants to advertise in 
his first four issues. He can adver- 
tise 12 items in each issue, in addi- 
tion to Johnson. 

The two Johnson ads, on the in- 
side front and back covers, are 
automatic. They tie in with current 
national advertising, yet still re- 
flect local appeals, such as trade-ins 
and terms. 


> Next, he arrives at the quantities 
of his magazine he'll use each 
month. In addition to the mailed 
copies, he determines the number 
he can use in his store, or in other 
methods of distribution. If he is 
planning on participation in a boat 
show, he may order a large quan- 
tity for distribution there. 

Johnson’s previous direct mail 
programs have stressed the need 
for compilation of good mailing 
lists, and dealers are using excel- 
lent lists in their programs. 

Most of these start with present 
customers, either in the form of 
boat and motor owners, or those 
doing business with the service 
shop. Next, dealers add their best 
prospect's names as gathered at 
their boat shows, local boating or 
water ski club members, of high 
income groups such as doctors, law- 


| INDIVIDUALIZED DEALER 
PUBLICATION 


yers or dentists. 

The dealer’s complete mailing is 
handled by the factory for him, un- 
less he prefers local arrangements 
for mailing his campaign. 


> There is a genuine local flavor 
to Water Ways. Instead of being 
Johnson’s Water Ways, it’s Smith 
Marine’s Water Ways or Jones 
Boat Dock’s Water Ways. The flag 
of the magazine is handled in such a 
way that the dealer name or im- 
print always ties in with the name 
Water Ways. 

Since it is printed on newsprint 
the customary impression is that of 
local origin. The magazine does not 
have fancy art or color treatment— 
it’s strictly a two-color job—but 
this enhances the local flavor of the 
magazine. 

On the back page the dealer has 
the opportunity to carry his own 
special local copy covering the top 
half of the page. Many Johnson 
dealers are excellent writers, and 
take advantage of this space to keep 
their customers and prospects up to 
date on local boating happenings. 

Many others utilize this area to 
tell about their special credit terms 
or special sales. Some even re- 
produce maps showing the fastest 
way to get to their location. Actual- 
ly, any copy at all may be carried 
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PENNIES 


CAN PUT FULL COLOR SALES 
APPEAL IN YOUR MAILINGS! 


Full Color envelope stuffers are 
proved sales stimulators! 
Crocker can now supply 


them to you at these 
amazing low prices — 


100M-$2.98M 250M-$2.31M 500M-$2.12M 


Added Benefit—No large 
inventory necessary. 
Crocker fills your needs 


as required. 
Write today for details and 
free descriptive booklet. 


Dept. AR-8 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission + Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th + New York, 11 W. 42nd 
Detroit, 19600 W. McNichols . Baltimore, St.Paul & 24th 
Seattle, 322 Colman Bidg. - Portland, 1325 S.W. 13th 
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read. Me- First { 


power of four color process 
pictures on your ENVELOPE 


(and letterheads, too!) 


FREE KIT when requested on 
business letterhead 


Top quality . . . bottom prices 


Colortone puss 
Color Stationery Specialists 


ao} 24 17th St. N.W., Wash. 9, D.C 
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A NEW IDEA IN 
HOUSE ORGANS 


exclusive ideas on business 
ateodenae Fully illustrated. Territory 
arrangement. Get sample issue, prices. 
Irving Levy 935 Park Ave. New York 28, N. Y 





(Ud TELL YOU A SECRET. 


INVISIBLE INK 
PRINTING 
GETS RESULTS! 


REE M. E. Moss & Co 
SAMPLE 119-H Ann Street 
7 Hartford 3, Conn 


in ar for september ... 
How to Beat the 
Postage Boost! 
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Two Versions 

Only the editorial 
material is constant. 
Each dealer can have 
the ads he wants. 


here. One dealer plans to sell this 
area to a local night club to pay the 
complete cost of his participation in 
the program. 


> Johnson had a direct mail plan 
for its dealers for three years be- 
fore starting Water Ways. The mail- 
ing pieces were traditional two- 
color brochures featuring only 
Johnson Sea-Horse outboard mo- 
tors. About half the cost was sub- 
sidized by the factory. Postal in- 
creases would have meant further 
subsidizing. 

In contrast, the cost of the Water 
Ways program is extremely low, 
due primarily to the elimination 
of lofty art and layout treatments 
combined with the streamlined pro- 
duction methods developed and 
perfected for this type cf house or- 
gan. The dealer pays $35 per thou- 
sand for the magazines, or $65 a 
thousand when addressing and 
mailing are included. 

To demonstrate the value of this 
low cost, Johnson insists that its 
dealers buy at least a four month’s 
participation with a minimum of 
500 issues per month. 


> This type of program is not new 
to Vern Sick, president of Bunting 
Publications, North Chicago, IIl., 
Johnson’s printer on this job. 

It was through his hardware 
magazine that Johnson first learned 
of this technique and realized how 
it could be applied to its own dis- 
tribution organization. 

Bunting has published its own 
hardware magazine since 1925 and 
there are many hardware dealers 
throughout the country who swear 
by its results. They have experi- 
enced the friendly reputation it 
built for their store, and have taken 
full advantage of the versatility of 
the ad selection by each dealer. 


> Months before the first issue of 


Water Ways was printed efforts 
started at gathering the advertis- 
ing material from all marine man- 
ufacturers in the United States. 
Such a nebulous program was ex- 
tremely difficult to explain, but 
slowly and surely the stream of ads 
started to collect at Bunting. Since 
there are only two standard sizes 
in the Water Ways program, much 
redoing and layout juggling of the 
submitted ads had to be accom- 
plished by our printer. In addition, 
many institutional ads were pre- 
pared covering subjects such as 
service repairs, water skiing head- 
quarters, boat refinishing, and time 
payments. We also prepared stand- 
ard ads on many special appeals 
for Johnson Motors. 

After six months of effort, the 
first master ad catalog was ready. 
It went to those dealers who had 
already indicated they would par- 
ticipate in the plan. 


> The job of selling the dealers had 
started months earlier. During our 
yearly series of dealer meetings, 
we had the opportunity to fully ex- 
plain the program to the dealer. 
Also, our sales force had been pav- 
ing the way for months. 

Interest in a sales promotion pro- 
gram was never as high as it was 
with Water Ways. Dealers regu- 
larly thought up new and unique 
ways which they could put this 
new tool to work for them. So suc- 
cessful was the local flavor, that 
dealers actually felt this was their 
own magazine, and many put it at 
the top of their advertising pro- 
gram. 


> And what does Johnson get from 
all this? 


First of all, Water Ways will be 
circulated to a highly select group 





of prospects. These include people 
from dealers’ own customer lists, 
boat clubs, high income groups, etc. 
These are the people most likely to 
buy Johnson. With a 10% satura- 
tion of the market, we can rather 
easily isolate our best prospects. 

Eventually, when all dealers be- 
come familiar with the program, 
we hope our monthly messages will 
level out at approximately 500,000 
circulation. Because this is a self- 
liquidating program, this costs us 
nothing. 

We are getting full-page, two- 
color ads in each issue, on the in- 
side front and back covers. They 
will do a lot of selling for us. But 
there is a bigger advantage than 
that. 

We are much more excited about 
the editorial voice we have through 
these half million avid boaters. We 
will regularly talk to them about 
the need for new boating facilities, 
from one end of the country to the 
other. We'll be able to intelligently 
discuss the subject of water safety, 
and encourage water skiing and 
boating clubs. We'll tell people 
about boating areas they’ve never 
been to before, how the new high- 
way system will enhance their fun 
on the water, and new things to 
make their boating more enjoyable. 

And this editorial voice will keep 
these subjects in front of our deal- 
er organization regularly, too, a 
very important extra benefit. 


> Bunting has the responsibility for 
the writing and editing, but receives 
guidance from an editorial board 
of Johnson sales promotion and 
public relations people. 

There is another important side 


Master 
Ad 
Catalog 


PESRUARY i059 


Johnson morons 
WAUKEGAN, tLilmots 


Catalog of Ads . 


benefit we might categorize as “in- 
dustry relations.” Many boat com- 
panies are building brand recogni- 
tion levels to higher peaks each 
year. As the public becomes aware 
of these brands and seeks them out, 
many motor sales will follow. 

We want our dealers to continue 
to be the most sought after for the 
valuable boat franchises. If we can 
arm him with the tools that will en- 
able him to aggressively merchan- 
dise his entire stock of marine prod- 
ucts, this will be true. 


> Our program helps some of the 
smaller marine manufacturers, too. 
Many of these products have never 
received consumer advertising in 
their history, and now, through 
Water Ways, they are being brought 
to the attention of the boating pub- 
lic in an exciting way. Needless to 
say, we’re happy to help our as- 
sociates out. 

There is no cost to manufacturers 
who participate, outside of the pro- 
duction costs incurred in preparing 
their ads for the master catalog. 
In many cases, Bunting produces 
the entire ad. 


> A word about the reaction since 
Water Ways started. First, requests 
are streaming in from dealers to 
boost their orders. They have never 
received such a positive reaction 
from any advertising they’ve done 
before. Dealers not only want their 
lists revised upwards, but are mak- 
ing plans for building new mailing 
lists for future participation in Wa- 
ter Ways. 

Many dealers have reported cus- 
tomers phoning them to thank them 
for sending them the magazines. 
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. . Each dealer gets a copy of a plastic bound booklet which has keyed 


reproductions of all ads available. He can pick whatever lines he wishes to push in 
each issue. He can also prepare his own ads if he prefers. 











ist CLASS POSTAGE for 
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Ez 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you 1st class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 


Not what they want bul 


what is good for them. 


—OLIVER CROMWELL 1599-1658 


‘Tain't always so. Some times it does- 
n't pay to be a wise guy; but do 
exactly like the customer wants. They- 
‘re not all dummies. 


ISING SERVICE 

ADVERT INCORPORATED 

521 SOUTH WABASH — o ee ete 
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People stop our dealers on the 
street to talk about it. The local 
flavor is working beautifully. 


> But Vern Sick of Bunting Pub- 
lications thinks this is the way it 
should be. “I’ve watched direct 
mail for over 30 years,” he says, 
and know what a potent marketing 
tool it can be when properly used. 
With mailing costs increasing reg- 
ularly, it’s important to make sure 
the medium of direct mail works 
harder for us continually.” 

Mr. Sick states that he has never 
experienced as much enthusiasm 
for a project as he has seen on the 
Johnson program. Dealers, manu- 
facturers and consumers alike are 
extremely pleased with the project 
and no one knows at this point 
where it will level out. 

“I’ve been very close to the pro- 
gram since its inception, and some 
of those marine manufacturers 
should certainly be happy with 
Johnson. I think some companies 
will actually total well over a mil- 
lion impressions for the year—and 
without any cost to them at all. You 
can’t beat that.” 


> Johnson Motors has even been 
using the publication as an employe 
relations tool. It teamed up with 


its hometown dealer, Waukegan 
Outboard, to bring a copy to the 
home of every employe each month. 
There has been fine reaction from 
this phase, also. 

Regardless of where the circula- 
tion levels off, Johnson is complete- 
ly happy with Water Ways. It def- 
initely will be a permanent part of 
our sales promotion assistance to 
dealers, and we know it will help 
keep Johnson in its number one 
spot in the outboard motor indus- 
try. 44 


Direct Mail Excitement 
Featured in Bulletin 


A new monthly bulletin, “How to 
Add Excitement to your direct mail 
promotions,” has been issued by 
Excitement Inc., New York. 

Based on the attention value of 
“gimmick” ideas in mailings, the 
June issue included 23 copy and 
promotion suggestions in conjunc- 
tion with 17 gimmicks for dramatic 
effect. 

Stressing the theme that pure 
“corn” sells best, the bulletin sug- 
gests such gimmick ideas as neck- 
ties, paper bags, plastic letter gad- 
gets, substances that grow instantly 


7 4M 
DIRECT MAIL RETURNS 


You’ve got to get the prospect INSIDE to 

get your message OUT. Tension’s Display Window 

Envelope beckons your prospect inside into your sales story. 

Frame a “teaser” portion of the enclosure with a die-cut display 

window. Utilize color from the sales material (appearing through 

the display window) to create interest, bring action and increase 

returns. Tension’s manufacturing skill assures “perimeter sealing” 

of the window patch for smooth, snag-free inserting. Display windows 
can be die cut in almost any shape —in any position. 


FREE SAMPLES! Ger the whole wonderful story of Tension Display 
Window Envelopes, including typical samples. Write now to: 


Ew YORK 36, N.Y. 


TENSION ENVELOPE CORPORATION | 3,:203°,"; 


815 East 19th St. 
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Kansas City 8, Missouri 


FT, WORTH 12, TEXAS 
MINNEAPOLIS 1, MINN. 
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First time you've ever worked with 
tip-ons? 


to as much as 10 times original size 
when activated with water, paper 
that changes color before your eyes, 
etc. Much of the rest of the material 
deals with baseball as a theme for 
a seasonal sales contest. 

The July issue featured such 
ideas as “How to Test Your Cus- 
tomers’ Love,” invisible ink print- 
ing, magic action games and burn- 
ing messages, rockets and space 
ships. 

Copies are available. 

+ for more details circle 802, page 123 


Newsletter Aims to 
Improve Public Relations 


A new monthly newsletter, Prac- 
tical Public Relations, has been 
started by W. H. Depperman, P. O. 
Box 335, Wilmette, Ill. 

With the objective of improving 
p.r. skills, and enhancing profes- 
sional stature, the letter devotes the 
major part of its first issue to the 
news release, which it describes as 
p.r.’s most useful tool. Other items 
included are a checklist on evaluat- 
ing your company’s public rela- 
tions, and some useful instructions 
on how to antogonize an editor. 

Sample copies are available from 
the publisher as long as the first 
issue remains in stock. 44 


Agents Get Top Billing 
In New Insurance Folders 


A novel series of folders, starring 
the agents instead of the company, 
has been developed for Pennsyl- 
vania Lumbermens Mutual Insur- 
ance Co., by Gray & Rogers, Phila- 
delphia. 

Designed for agents’ use as state- 
ment stuffers or mailing-list pieces, 
the folders depart from the “norm” 
in the layout. Instead of the tradi- 
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KLEEN-STIiK” 


Pressure-Sensitive Adhesive 


strips-'n-spots 


Even the hardest-working, hottest- STRIPS-’n-SPOTS create their own ideas, 
selling P.O.P. displays have that “top hat’ too — make possible unique display pieces 
look when they’re backed with self-sticking for added attraction and selling impact. Best 
Kleen-Stik! STRIPS-’n-SPOTS of this of all, any printer, lithographer or silk-screen 
modern adhesive make signs and streamers printer can have STRIPS-’n-SPOTS added 
easy to put up... get ’em up and keep ’em to any printed piece — quickly and economi- 
up in more locations for more exposure and cally —by a nearby Kleen-Stik Service Plant. 
more sales. 


Evclusive Advantages 0f KLEEN-STIK “strips-'n-spots” 


© Easy to Put Up... just peel and press * Stick Tight on any hard, smooth surface 
* Need No Water, glue, tacks, or tape 


‘kleen-sti 


PRODUCTS, INC. 7300 W. Wilson Ave., Chicago 371, Ill. 


SEE oTHER SIDE FOR APPLICATIONS AND LOCATION OF YOUR 
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ideal “Idea Material” 
for unique, effective P.O.P. displays 


strips-’n-spots 


Easy ... fast .. 


. economical — the most efficient 


way to get your selling message up where it can sell. 
Ask your printer to show you samples... or 
write for free “Idea Kit’’. 


Package Replica 
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Chicago, Illinois 
e Kleen-Stik Products, Inc., 7300 W. Wilson Ave. 


Cincinnati, Ohio 
e Dyment Co., 659 East 6th St. 


Cleveland, Ohio 

e Dyment Co., 1163 East 40th St. 

Detroit, Michigan 

e Commercial Bindery, Inc., 854 Howard St. 


Milwaukee, Wisconsin 
e Wells-Badger, 225 W. Capitol Drive 
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Shelf Talker 
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Detach this page at perforation. Peel back- 
ing from Kleen-Stik, then press on desk 
top, window, cabinet, or other smooth, 
hard surface. 
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tional four-page folder that features 
the company in the first three pages 
and provides a space on the back 
for the agent’s imprinted signature, 
the Gray & Rogers folders give the 
agents top billing. 

With this method, the agent can 
personalize the message on the cov- 
er, which folds down from the top 
and up from the bottom, by signin 
his name, company and address in a 
spot provided for them. 

An additional blank space show- 
ing through from the inside of the 
folder, between the edge of the top 
fold-over and the edge of the bot- 
tom fold-over, provides a cover 
space for the agent to personalize 
the entire piece with the name of 
the prospect or client. 

Copy on the inside of the folder 
is slanted to seem as though the 
agent were personally chatting 
about PM fire insurance. 

Complete information is available 
from Gray & Rogers, 12 S. 12th St., 
Philadelphia. 44 


Quick-Reply Form Idea 
Features Insert Carbons 


A time-saving reply message 
form, containing its own carbons, 
has been released by the Basil L. 
Smith System Inc., Philadelphia. 

The forms are informal in style, 
and encourage brief “telegram 
style” letters. With each set bearing 
its own carbons, the unit saves time 
in carbon insertion and paper “jug- 
gling.” 

The recipient of the “Reply Mes- 
sage” types or writes a reply, keeps 
the carbon and sends the original 
back. 

The forms are available in two 
styles: 

e A standard snapout with “throw- 
away” carbon. 

® NCR style, (No Carbon Required) 
printed on paper with no carbon re- 
quired. 

Prices, including imprint, are 
listed at $19 for 1,000 standard 
snapout style; $26.60 per 1,000 for 
NCR style. Larger quantity prices 
are available. 

+ + + for more details circle 831, page 123 


Those mail order boys sure are per- 
sistent! 





Planning a 
Direct Mail 


Don’t guess or speculate! 


Results can be tangible or intangible. Either way, the 
total effectiveness of your Direct Mail campaign will 
depend up to 80% on the type and quality of the list 
you choose. 


Realizing this, and knowing that accurate lists are 
essential in our business and cannot be trusted to 
chance or luck, McGraw-Hill employs a staff of 90 
experts to keep its lists complete and up-to-date. 


To get full information on the most accurate industrial 
lists available anywhere, contact the McGraw-Hill 
Direct Mail Division. 


Free booklet and details on request. 


Send the coupon today! 


McGraw-Hill Direct Mail Division 
330 W. 42 St. 
New York 36, N. ¥. 


‘Please send my free copy of the McGraw-Hill Business & Industrial Mailing List Catalog. 

Name. 

Company. 
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THE RETURNS ARE COMING IN because the advertiser made it easy for his prospects to reply. It was 
also easy for the advertiser to do this because U.S.E. offers seven return envelope styles in a dozen sizes . . . Some 
are regular envelopes, regular gummed or Self-Seal®. Others embody message features which speed up and in- 


crease returns . . . These seven envelope styles and 67 more are shown and listed on the U.S.E. Envelope Selec- 
tor Chart. It’s free; just write on your letterhead to Advertising and Sales Promotion Department — 


UNITED STATES ENVELOPE COMPANY 


Springfield 2, Massachusetts 
Aes tis 14 Divisions Coast to Coast 
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it takes skill 

to make every 
dealer a showman. 
Johnson uses all 
the elements— 
signs, direct mail— 
to hold hundreds 
of exciting events. 


THE ALL-FAMILY 
BOAT SHOW 


Building QOealer Traffic 


By Betty Aulenbach 
AR Associate Editor 


A company with 3,800 dealers and 
25 salesmen has to rely heavily on 
the written word to keep the chan- 
nels of communication open wide 
between factory and dealer. For 
three years Johnson Motors, Wau- 
kegan, Ill., has successfully used 
direct mail, combined with a mini- 
mum of personal contact, to pro- 
mote its annual All-Family Boat 
Show — a national promotion car- 
ried on at the local level by its 
dealers throughout the country. 

The individual shows are pre- 
sented in dealer showrooms or — 
where this proves impractical — as 
close to them as possible. A festive 
atmosphere is maintained for visit- 
ing families who come to look over 
the latest in boating equipment and 
talk with dealer salesmen. 

Local shows vary according to the 
enthusiasm of the local dealer and 
the facilities at his disposal. Parades, 
boat rides, movies, supplement dis- 
plays of new boating equipment and 
help draw crowds to many of the 
shows. 


> The ten-day show is held each 


year during the month of March. 
The date selected is itself important 
since the show is not intended only 
to increase sales; it is designed also 
to spread out the boat-buying pe- 
riod in this highly seasonal market. 
Hence, dealers can enjoy more con- 
stant turnover, spare more time for 
planning and servicing during peak 
buying periods. 

Because continual liaison between 
factory and dealer is not possible 
with such a small field sales force, 
the success of the show depends 
bascially upon other elements. These 
can be reduced to three: 


e Broad national advertising—both 
trade magazine and newspaper. 


e A point-of-purchase display pro- 
gram in which no dealer is over- 


looked. 


e Intense promotional activity by 
the dealers themselves at the local 
level. 


> According to Johnson assistant 
advertising manager Jerome C. 
Martin, the big problem is not to 
convince Johnson dealers that they 
should have an All-Family Boat 
Show. The advantages of that un- 


dertaking have already been ade- 
quately demonstrated. The problem 
now, he says, is to get them to put 
more promotional money of their 
own in back of the individual shows. 

Actually, the success of the boat 
show campaign was demonstrated 
to the dealers a year before the first 
annual show had taken place. At 
that time the company located a 
dealer right in its home office city 
of Waukegan who seemed repre- 
sentative of dealers throughout the 
country. His store was used as a 
“field testing ground” for what was 
later to become the real thing. 

All members of the Johnson sales 
and advertising departments con- 
tributed ideas towards this first trial 
show but — through a prearranged 
working agreement with the dealer 
— he carried out these ideas him- 
self. 


> A sales meeting was held in ad- 
vance of the show to brief local re- 
tail sales people. During the shows 
a movie theater was set up in the 
dealer’s second floor store room and 
boating movies were shown. Repre- 
sentatives from the local boating 
club, the Red Cross and the Coast 
Guard were on hand. The Wau- 
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WIT-OF -THE-MONTH 
Club 


A MONTHLY 
PROMOTION 
PROGRAM... 


for continulty and impact 


12 MAILINGS 


ie 


12 MAILINGS... 
AT MODEST COST! 


THE DAILY WIT 
HUMOR CALENDAR 


* A full year—reminder calendar 
and appointment book, 
containing a collection of 
American Humor for 
the entire family. 

* Mechanical-Open Flat Bindery 

* Room for 4-Line Imprint 


* A Useful and Delightful Gift 


Ask your Advertising Specialty Jobber 
to show you these unique Promotion Aids. 


For name of jobber in your city, or 
additional information: KANROM, INC. 
311 West 43 St., New York 36, N. Y. 
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kegan radio station was so enthu- 
siastic that station personnel taped 
portions of the show for rebroad- 
cast. 

Results of the show were thor- 
oughly documented and a detailed 
report was made of sales and ex- 
penses. 


>» According to the company’s ad- 
vance estimate, the Waukegan deal- 
er could reasonably be expected to 
sell one new motor, one used motor 
and miscellaneous accessories dur- 
ing the three days allotted for the 
show — total sales, in other words, 
of between $300 and $400. Johnson 
deliberately chose a weekend in ad- 
vance of the normal boat-buying 
season; one that is normally cold. 
And, reminisces Mr. Martin, the 
weatherman surpassed himself in 
cooperation. He conjured up a 
dreary, drizzly weekend with tem- 
peratures hovering near the freez- 
ing point. 

Actual concrete sales results — 
despite inclement weather — speak 
for themselves: 

Total Sales 

Total Expense 740 

Approximate Net Profit 2,400 

The Waukegan dealer was more 
than pleased. 

Furthermore, since Johnson man- 
agement had contributed the ideas, 
they not only had the nucleus of 
future shows tied up in a neat pack- 
age — they, too, had been thorough- 
ly pre-sold! 


$7,888 


> The following year the test cam- 
paign was converted into a nation- 
wide campaign, and, because inte- 
gration of multiple local promotions 
now was the unknown quantity, an- 
other major element had to be in- 
troduced — perfect timing. 

To date, the same general format 
has been followed in planning each 
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Promotion Piece . Newspaper-like 
folder told dealers about promotions 
planned for newspaper to back up shows. 


annual event. Planning for the 
March show actually begins during 
the annual sales meeting held at the 
home office the preceding summer. 
At the time, the company presents 
to its 25-man sales force a prelimi- 
nary outline of the coming show. 
Salesmen brainstorm the various 
ideas, add some of their own and 
return to the road prepared to be- 
gin grooming the dealers for partic- 
ipation in the coming event. 

By the time Johnson’s master 
sales promotion book for dealers is 
mailed, later in the year, the basic 
point-of-purchase material for the 
show has been selected. Since the 
book itself is a source of constant 
reference for the dealers, they be- 
come familiar, almost before they 
know it, with the dates of the show, 
types of point-of-purchase material 
to be used and the various ways in 
which the show will be promoted. 
Testimonials on successful shows 
from previous years are included 
in the sales promotion manual. 

Jottings, Johnson’s semi-monthly 
dealer house organ, also is a natural 
vehicle for boat show promotion. It 
regularly carries stories about the 
coming show and suggests promo- 
tion paths. Because Jottings has un- 
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Planning Folder . . . Sent out to dealers, many practical suggestions were listed. 





From the House of Ideas 


CREATION ... PRODUCTION ... DISTRIBUTION 


Johnson Motors All-Family Boat 
Show ... advertised in magazines 
and on Bob Hope TV show... 
is big annual promotion. Complete 
showroom display kit...16 items 
of every kind for indoors and 
out... was created, produced, 
drop-shipped by Chicago 
Show. For complete point-of-sale 
needs from one source, call or 
write Chicago Show e 2635 N. 
Kildare e Chicago 339, Illinois. 
SPaulding 2-1600. 

T. M. Mystik Registered 
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DISPLAYS 

to stimulate 

the “buy e-motion” || 
ti .use TRIANGLE’S 


Gan» BEARINGS 


TENS OF THOUSANDS USED SUCCESS- 
FULLY BY DISPLAY MANUFACTURERS! 


Triangle’s “Lazy Susan” Bearings 
are only 5/16” thick; can be re- 
cessed to only 1/8” —help solve 
revolving display or turntable 
problems at low cost. 3”, 4”, 6”, 
12” sizes. Light or heavy weights 
swivel easily on ball bearings in 
large race. All steel, stamped and 
interlocked construction—no parts 
to lose. Write for full information. 


ANGLE MANUFACTURING CO. 


0 Division St. Oshkosh, Wisconsin 


AND A NEW PROFESSION 
IS QUIETLY BORN. 


Point of sale has progressed. 
INDEPENDENT DESIGNERS, 
free of commitments, 

are being retained to work 
directly with the advertiser. 


YOU CAN SAVE FROM 10% 
of your POS cost because 

you own the designs. 

Save on hidden markups 

by calling for lowest bids 

on the production. 


TO 20% 


This is an ENTIRELY NEW, 

yet proven approach 

to POS display. 

Since competitive accounts 

are not handled, 

call immediately for an appointment 
to take advantage of this 

exciting new type of service. 


Call Fred Richman at Plaza 8-0732 
or write: 
SALES DESIGN 
252 EAST 52 ST. 
NEW YORK 22 
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usually high readership among 
Johnson dealers, Mr. Martin credits 
the publication with contributing a 
great deal to the dealers’ orientation 
toward the boat show promotion. 
Because of the high ratio of deal- 
ers to company salesmen, constant 
personal contact between dealers 
and Johnson management is diffi- 
cult, but its advantages are by no 
means overlooked. Each fall John- 
son executives hold a series of deal- 
er meetings throughout the country 
to finalize plans. These meetings al- 
so provide an ideal opportunity for 
company representatives to whip up 
any lagging dealer enthusiasm and 
spur on the more aggressive dealers 
to even greater heights. 
“As the boat show season ap- 
proaches, special aids and point-of- 
purchase materials are provided to 
ease the dealer’s path. Free local 
newspaper ads, for instance, are of- 
fered to dealers at no charge. But 
the matter is not left hanging there. 
Several steps are taken simultane- 
ously to make sure the dealer takes 
advantage of the offer. 


> The company itself carries a 
heavy advertising schedule in ad- 
vance of the show. This year, 250 
newspapers in key market areas 
were on Johnson’s media list. 

Once the advertising has been 
scheduled, dealers are informed, via 
direct mail, of what the ads look 
like and when they will appear. In- 
cluded are a list of all 250 newspap- 
ers and pictures of the tie-in ads 
available free for use by all dealers. 

The same selection of mats for 
free dealer advertising is forwarded 
to retail advertising managers of 
the newspapers on the media list 
together with a list of Johnson 
dealers in the local area. It is sug- 
gested that the ad manager get in 
touch with local dealers to encour- 
age participation. Thus, the dealers 
who don’t initiate the local ad cam- 
paign are sought out by the news- 
papers anyway — and it costs John- 
son nothing. 


> In addition to newspaper adver- 
tising, Johnson announces the show 
in business and consumer maga- 
zines. The former include general 
outdoor magazines as well as those 
devoted exclusively to boating. 
Magazine media this year included 
Saturday Evening Post, True, Popu- 
lar Science, Popular Mechanics, 
Sports Afield, Outdoor Life, Field 
& Stream, Motor Boating, Boats, 
Yachting, Sea, Outboard and Popu- 
lar Boating. 

About three weeks before the 
show opens, Johnson’s major boat 
promotion brochure is mailed to the 
entire dealer organization. This, 


once again, outlines all the promo- 
tional backing for the show, gives 
a rundown of point-of-purchase 
materials available and _ includes 
specific ideas for promoting or im- 
proving the show. 

The point-of-purchase materials 
are supplied in kits to each dealer. 
The kits contain window posters, 
plastic pennants, outdoor banners 
and other materials designed to give 
the dealer’s promotion a festive air. 


> About a week before the show, 
invitations to attend are issued by 
Johnson to all registered Johnson 
motor owners. The company, inci- 
dentally, relies heavily on these ac- 
tual customers, not only for word- 
of-mouth publicity but also to con- 
tribute to local showings by lending 
their own equipment for display. 
(The latter is simple to arrange 
since most boat owners consider it 
a privilege to be asked to contribute 
their equipment to the show.) 

Supplementary promotions, too, 
are carried on concurrently with 
the major program. A special let- 
terhead is used on all factory-to- 
dealer correspondence for two 
months preceding the show. Factory 
personnel are instructed to mention 
the show in phone conversations 
with dealers. The salesmen, of 
course, are continually reminded to 
encourage show participation when- 
ever they get the opportunity. 

While all this is going on, John- 
son’s public relations department, 
too, is busy. Special releases are 
prepared for dealers to supply to 
the local press. They range any- 
where from general show news 
stories to the crowning of a show 
queen — should that promotion be 
included in the local plans. 


> And have the All-Family Boat 
Shows attained the major goal set 
out at the beginning of this article 
— that of spreading dealer business 
over a larger portion of the year? 
They have, says assistant ad man- 


it says ... “Sudans taste good, like 
a...” and I can’t make out the last 
two words. 





ager Martin. All indications are that 
people are making their major 
boating decisions earlier in the sea- 
son. Hence dealers are selling mo- 
tors earlier. This means cash to 
build up inventories during the 
peak buying season. 

But probably the major result of 
the All-Family Boat Shows, adds 
Mr. Martin, is the fact that the 
dealer’s enthusiasm for promotional 
techniques is growing. He is learn- 
ing, through the shows, how to plan 
a complete year’s program. 

The individual Johnson dealer 
becomes more aggressively promo- 
tion-minded throughout the entire 
year when he learns, at the begin- 
ning, that planning and cooperation 
get results. And those results have 
a great deal in them for him. 44 


Color Feature Added 
To Changeable Signs 


A new idea in signs which pro- 
vides for changeable color, as well 
as letters, has been developed by 
the Stuart Heller Co., Philadelphia. 

The letters can be inserted as de- 
sired in the plastic frames which 
are clipped onto fluorescent tubes. 
The color feature is added by filters 
inserted in the frames behind the 
letters. 

Designed primarily for retail 
stores, the sign unit can be changed 
in a matter of minutes. The basic 
kit of 40 frames, 45 red, yellow and 
blue filters, and 110 letters, nu- 
merals and symbols is listed at 
$24.88. 

Complete information is available 
from the Stuart Heller Co., Island 
Rd. and Laycock St., Philadelphia. 

44 


The Best of Outdoor Art 
Honored in Poster Annual 


The new Poster Annual, contain- 
ing 1958’s prize-winning designs of 
posters and painted displays, has 
been released by Outdoor Adver- 
tising Inc., New York. 

This year’s annual reflects the 
increasing use of painted displays 
throughout the country with 20% 
more of this form showing up as 
winners than in previous years. 

The winners were chosen in the 
27th National Competition and Ex- 
hibit of Outdoor Advertising Art, 
sponsored by the Art Directors 
Club of Chicago. They include the 
three Grand Award Medal winners, 
Morton Salt, Jackson Brewing, and 
Standard Oil, plus first, second, and 
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Plasti Signs, Inc. 


New Modular Unit Principle Offers You 
Custom Plastic Signs At Quantity Prices. 


a 


To THE COMPLETE SERVICES available for the design, manu- 
facture, and maintenance of neon and porcelain signs, Sign 
Crafters, Inc. has now added a new plant, new equipment, 
and new methods for the production of plastic signs. This 
new subsidiary company, Plasti Signs, Inc., with new plant 
location and equipment designed and geared specifically to 
provide ‘‘custom tailored” plastic signs at quantity prices, 
completes an already extensive range of services. 

Their versatile “‘Salesmaker Signs’’ use standard shapes 
and sizes to provide almost unlimited display combinations 
simply by adding, removing, or rearranging the modular units. 
For advertisers with many dealers of varying size, this is an 
ideal arrangement. Each display can be individually tailored 
to suit the needs of the dealer, yet retaining maximum 
identification. 

Here’s what this new company can offer you— 
e Planning e Financing 
e Designing ¢ Installing 
e Maintaining 


We invite your inquiries concerning our new modular unit principle. 


Sign Crafters, Inc. 
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third winners in 16 classifications; 
and a number of honorable mention 
designs, making a total of 183 poster 
and painted display illustrations. 

An additional feature in this year’s 
Annual is the section entitled 
“Award Posters in the Making.” 
This section shows, with actual il- 
lustrations, the design evolution in 
the development of the three Grand 
Award posters. 

The Annual is scheduled for a 
limited distribution to advertisers, 
agencies, and selected art training 
institutions. Information can be ob- 
tained from Outdoor Advertising 
Inc., 360 Lexington Av., New York 
17. 44 


Times Square Trend 
Beginning on Highways 


Illuminated giant signs, so spec- 
tacular in Times Square, are getting 
the popular vote in expressway lo- 
cations because of their long-dis- 
tance visibility to speeding mo- 
torists. 

One of the most recent, located 
on the new Schuykill Expressway, 
is the Cities Service Gasoline dis- 
play which can be clearly seen for 
more than half-a-mile. 

One of the largest ever to be con- 





“Reflecto-Lite” Sign . . . New reflective paper from Minnesota Mining and Mfg. Co. 
is used by Milwaukee CBS station, WXIX-TV, in transit ad campaign using king-size 
posters on buses and smaller versions on backs of taxicabs. Paper, which is 400 times 


brighter than white paint when seen by car headlights, is printed in fluorescent ‘’Da- 
Glo” ink. 


structed in Philadelphia, the display 
is 3744’ high, 125’ long and con- 
tains nearly 4,000 square feet of 
solid surface. The emblem is 30’ and 
five foot letters are used for: “Three 
Great Gasolenes.” 12’ channel let- 
ters compose the Cities Service 
name. 

It utilizes half a mile of neon tub- 
ing; 1,800 incandescent lamps; the 
electric load is 42,000 watts, and two 
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Falstaff Brewing Corpora- 

tion*—brewers of premium- 

J quality Falstaff beer — uses 

a Hankscraft battery-oper- 

! ated rotary motor to power 

this appealing, thirst-pro- 

i voking point-of-purchase 

display. Eye-catching ani- 

s mated pieces like this help 

to make Falstaff one of’ the 

country’s largest-selling 

beers. Like all Hankscraft- 

powered displays, it runs for 

weeks without attention — 

q moving the message that 
moves the merchandise! 

Hankscraft will gladly recommend the 

best motor for your particular display 

use. Send us a cutout dummy and 


rough sketch. We'll return them with 
our report—no obligation, of course! 


~~ 
» 
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HANKSCRAFT COMPANY 
DISPLAY MOTOR DIVISION 
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flashers make 30 contacts operating 
through 1% miles of wiring. 

Enough power to illuminate 70 
average homes is used by the sign. 
Wind load of the spectacular, con- 
structed of 35 tons of steel, is 117,- 
000 pounds. 

Designers of the display, Landau 
Outdoor Advertising Co., estimate 
a viewing audience of 150,000 to 
200,000 people every 18 hours. 4¢ 


New Book Caddie Doubles 
As Display Protector 


A newly-developed “caddie” with 
applications in the point-of-pur- 
chase display field is available from 
the Fairgate Rule Co., Cold Spring, 
New York. 

The unit is made of non-rusting 
tempered aluminum, with a clear 
plexiglass cover to protect a display 
book or catalog from being stained, 
or dust-splattered. An adjustable 
stand folds compactly for easy stor- 
age when the unit is not in use. The 
caddie and stand is manufactured 
to retail for $7.50. 44 


Outdoor Display Line 
Cataloged by Action 


A new 48-page color catalog 
showing a complete line of outdoor 
displays has been released by Ac- 
tion Advertising, New York. 

The catalog contains illustrations, 
prices and information on pennants, 
spinners, link letters, giant banners, 
flags, bunting, quick-change sign 
kits, mass pole pennants, Christmas 
holiday color decorations and the 
new Day-Glo spinners. 

+ + for more details circle 813, page 123 





Ever wonder 
why 
someone 
didn't 
design 


some style 
into 

a 
self-contained 
exhibit 

which 


your compa 


ano ADDRESS 


THE FABULOUS NEW 


CUSTOM STYLED e MODULAR e SELF CONTAINED EXHIBIT 
FOR CONVENTIONS 


Full 8’ high x 8’ wide exhibit. 

10’ wide with side wings added. 
Entire superstructure packs within 
base which becomes shipping case. 
Case measures 21” x 27” x 92”. 
Weighs only 235 Ibs. — Ships 1000 
miles for only $10. . . fits into your 
station wagon too. 

No nuts and bolts to apply. Can be 
set up by one person in 20 minutes. 


DESIGNED AND PRODUCED BY DISPLAY WORKSHOP, Inc., HARTFORD, CONN. JA 2-3237 


15 WEST 44th ST. + 


SERVICE OFFICE + 


DISTRIBUTOR MEETINGS »* 


Smart custom styling — unlimited 
choice of colors and materials. 


Can be used in multiples to make 
large exhibits. Variable designs. 


Basic unit with lettered, lighted 
header (20 letters plus address) is 
as illustrated except for transpar- 
encies and removable special in- 
serts shown on base. 


Write attention Harold P. Post, pres. 
Representatives across the country. 


NEW YORK CITY + OX 7-0412 


TRADE SHOWS 


CUSTOM QUALITY 
Ni Ga as a Oy 


F.0.B. HARTFORD 





*Trade Mark Patent Pending 


FOR TRADE SHOWS 
CUSTOM STYLED 


SELF CONTAINED 


LITERATURE HOLDER 
RECEPTION DESK 
PRODUCT DISPLAYER 


Netural Birch 
Plywood Top 24” « 51” 


CasTeRs SETS UP IN SECONDS! 
| FOR EASY MOVEMENT 

Slideout shelves, Locked storage. Special 
tool drawer. Door with lock may be or. 
dered hinged ot the side 

| DURABLE BLACK PLEXTONE FINISH 

| TO PREVENT MARRING IN SHIPMENT 


KEEPS YOUR LITERATURE TRIM 
COMING TO OR FROM THE SHOW 


WEAVY PLYWOOD 
| CONSTRUCTION 


IT FOLDS TO MAKE ITS OWN 
SHIPPING CASE! 


Tor FITS 
INSIDE 


Closed sine 24” « 30” « 32” 


MAKES A BEAUTIFUL 
ready to thip. Weighs 50 


MATE TO THE 
STYLE-PAK* 
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Slightly Higher 
in the West 


DISPLAY 


(Advertisement) 


STYLE-PAK * connnueo 


Pie itt ee 


Ten foot width is obtained by adding two one foot 
wing panels or one two foot. 


THE FABULOUS NEW 
SELF CONTAINED EXHIBIT 


Latest model S-3 allows 2” depth for mounting 
products on each of the four panels. Depth may 
be varied on each of three upper panels. Metal 
rods (optional) provide means of hanging vertical 
panels. 


20 foot multiple unit adaptation. 


GRAY AUDOGRAPH 











12” = 16° OPENINGS 

AT TOP OF CASE ARE 
COVERED WITH HARDBOARD 
i THE BASIC UNIT — 
OPTIONAL: PLASTIC 





EGGCRATE GRATING, 
SPHERELITES, PLANTERS 


BASIC DISPLAY is 8 ft. high x 8 ft. wide x 26” deep 
when set up. Entire superstructure packs within base which 
becomes shipping case. Wood slat material snaps on to 
cover case. A 6” depth allowance is made for mounting 
items on the panels 

The upper three horizontal panels are 18” wide x 7’ 
long. Each panel will hold 100 Ibs. of products. The 
wider, lower panel is attached to inside cover of shipping 
case and is removable to allow for mounting of products, 
photographs, etc 

A plastic header, illuminated from the rear, is sup- 


STAR 
PERFORMERS 


PURCHASE THEM SEPARATELY 


plied, lettered with your Company name and address 

Five removable 12” x 16” sections of plywood are 
supplied to cover the openings at top of base. Other 
materials such as spherelites, plastic eggcrate grating or 
vinyl foliage squares to substitute for the plywood sections 
are extra 

14” depth of base allows for motorization of anima- 
tions or 5 transparencies up to size 11” x 14” each, or for 
ample storage 

Choice of color scheme is yours. All construction is 
of highest quality. Permanent type materials are used and 
finishes are of durable lacquer. 


Styli fekeasic exHisit 695 
? Foro WPaKw owasic unit 169 


OR TOGETHER 


INC. 
HARTFORD, CONN. 


JA 2-3237 


NEW YORK CITY OFFICE 
15 W. 44th ST., OX 7-0412 


only 


‘850 


TO MAKE 
A COMPLETE 


EXHIBIT 


Representatives across 
the country. 





Preplanned (Functional) 


A guide to 


Style-Pak (Display Workshop) 


Pre-fab Exhibits 


What every adman should know about the ex- 
hibit that can be bought from stock or made up 


from stock elements, saving both money and time. 


By Bette Macon 
AR Associate Editor 


In the past 10 years, participation 
in trade shows and conventions has 
become a standard item in annual 
company planning. 

One of the major reasons for this 
increase in company exhibiting is 
the pre-fabricated exhibit. De- 
veloped, primarily, as a low cost an- 
swer to the high cost of exhibiting, 
today’s pre-fab exhibit is far more 
than just a bargain-basement unit 
for tight budgets. 

The pre-fabricated exhibit is a 
way of exhibiting as often used to- 
day by national companies with 
liberal exhibit budgets as the small- 
er companies with comparatively 
low budgets. 


> Basically, to order a pre-fab ex- 
hibit is to select one of several de- 
signs kept on hand by the manu- 
facturer. This basic unit is usually 


8x10’, a size which fits normal booth 
requirements. As it stands, at the 
price which is quoted, it usually is 
delivered in a color decor and com- 
pany name lettering style as ordered 
by the client. 

At this point, the pre-fab exhibit 
is a place to hang the company’s 
“idea” hat with the manufacturer’s 
designers aiding and abetting him 
every step of the way. 

This basic unit can be ordered 
with alterations, additions and a 
wide range of auxiliary equipment 
ranging from electrical devices to 
special flooring, racks, shelves, spe- 
cial display backgrounds, etc. Some 
manufacturers keep designs in stock 
that lock together giving the client 
an expandable design. 

In all cases the client can be sure 
the designs offered for his approval 
are current and as high-styled as 
the price will allow. There are a 
number of manufacturers in the 
field of pre-fabricated exhibits, and 


Flex-Sho (Hartwig) 


Wizard (Haas) 


Model #2 (Federal) 


Shows & Exhibits © 49 





DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 30 YEARS 


Call Wabash 2-8655 for 
LETTER & MAILING 
SERVICE ’ 


Does It FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. ; 
Work mailed for you or delivered to you. Marie 
has been handling details for a wide 
variety of clients for more than 30 years — 
Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


a Leller Stop re 


431 SoutH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 





looking 
FOR A 


LOW COST 
Prefab Exhibit? 
WRITE FOR INFORMATION ON 


FLEX~“SHO 


Trade Mark 


THE DISPLAY THAT 
OFFERS MORE FOR LESS 


COSTS HALF AS MUCH 
AS CONVENTIONAL DISPLAYS 


y/ HARTWIG DISPLAYS 
ow 1325 N. Van Buren Street 





Milwaukee 2, Wisconsin 


Chicago Plant 
3646 N. Broadway 
Chicago, Illinois 


HARTWIG DISPLAYS 


1325 N. Van Buren, Milwaukee 2, Wisc. 
Please send me more details on Fiex-sho. 


Dept. AR-8 
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their basic designs are a matter of 
great pride and fierce competition. 


> The biggest advantages of the pre- 
fab exhibit are centered in the fol- 
lowing areas: 


® Time ... Since the basic design is 
already in stock, considerable pro- 
duction time is cut out even if the 
unit is to be heavily “customized.” 
In addition, these manufacturers are 
usually set up to handle the com- 
plete transaction by mail, if neces- 
sary, through mailed sketches. Per- 
sonal, time-consuming conferences 
can be cut out entirely in most cases. 
Almost all of the manufacturers are 
equipped to handle last-minute 
“rush, rush” orders. 


© Flexibility . . . The lower cost of 
the pre-fab enables a company to 
change its exhibits oftener, or have 
several for simultaneous showings 
throughout the country. Some com- 
panies keep several on hand for 
dealer use at special, local promo- 
tions formerly considered too small 
to bother with by a national com- 
pany. 


> The disadvantage of the pre-fab 
is much the same problem faced by 
the woman who buys a party dress 
in a department store. Another 
woman may show up at the same 
party in the same style. Another ex- 
hibitor may put the same design in 
the next booth. The only “out” is 
customized treatment if the style is 
highly popular that year. 

Too much customizing, however, 
can push the budget way out of line 
for the purchase of a stock design. 
While some pre-fab exhibit designs 
start at $150, the average price is 
much higher and some pre-fabs are 
priced as high as $2,500 for a basic 
8x10’ unit. The price differences are 
a result of the basic designs plus 
“plush” extras which are sold as 
part of the basic units rather than 
as auxiliary equipment. 

The choice will depend on the 
client’s needs and wishes. All are 
worth it, if the style is right for 
projecting the company’s message, 
but to “add to” or “dress up” some 
of the higher-priced pre-fabs might 
result in a higher exhibit cost than 
a custom design made especially for 
the company. 


> Despite these factors the pre-fab 
design is in high standing with many 
national companies for its variety of 
application possibilities alone. Pre- 
fabs are frequently used as addi- 
tional aids to the company’s cus- 
tom-design exhibit in the following 
ways: 


® Island Exhibits in Large Booths 


URS wp to 1000 fs - an economaai 


© Hartwig 


... A new product or a special sales 
point can be given increased empha- 
sis with a pre-fab exhibit set up 
away from the back wall in a large 
booth and closer to the visitors. 


e® Traffic Attractors . . . Light in 
weight, many of the pre-fabs are 
very useful as an addition to a 
standard exhibit unit. For example, 
when you have been assigned a lo- 
cation with a poor traffic flow, an 
extra unit might catch the main 
flow. 


® Unusual Show Locations . 
Many specialized exhibit avenues 
open up to the pre-fab exhibit de- 
sign. The basic unit can be set up 
in bank lobbies, hotel showrooms, 
company reception rooms, etc. 


> The pre-fab exhibit is available 
in many types of designs but in two 
basic styles, the modular and the 
self-contained. Each has its own 
advantages. 


©@ Self-Contained Exhibits : 
Through folding panels, hinged 
doors, etc., the self-contained ex- 
hibit is its own shipping case. This is 
a distinct advantage for sales-show- 
room use where the sales rep carries 
the exhibit in his own car. In regu- 
lar conventions and trade shows, 
this exhibit “with its shipping case 
on its back” eliminates the necessity 
of handling crates, boxes, etc., and 
often saves on storage costs during 
the show, since many shows require 
exhibitors to store shipping crates 
and boxes away from the show 
premises. The unit frequently has 
its own built-in storage space for 
any additional equipment such as 
electrical equipment, literature com- 
partments, etc. Most of these self- 
contained exhibit designs can be 
assembled and disassembled in a 
matter of minutes by one person. 


@ Modular Exhibits . . . The main 
feature of this design is its flexibil- 
ity in size. Basic units can be added 
to each other to give complete space 





requirement freedom to the exhibi- 
tor. A good choice if the shows vary 
in size, the modular enables the 
company to expand or contract the 
exhibit from show to show without 
changing the general theme, tone, or 
presentation at a minimum of ex- 
pense. 

Shipping and storing problems are 
generally handled with a special 
crate designed to aid the exhibitor 
in handling the exhibit in transit. 
This style frequently also has its 
own storage compartments. 

A third choice is rapidly becom- 
ing available in the modular style 
designed to be self-packing, and the 
self-packer that is also somewhat 
modular in style. It would be wise 
in these cases to make sure — be- 
fore buying — that the modular is 
as self-packing as you expected it 
to be and the self-packer is as flex- 
ible in size as you would like it. 


> Other factors to consider in the 
purchase of a pre-fab are: 


© Weight . . Weights for these 
units fluctuate from 50 pounds on 
up to several hundred. The lighter 
the weight, the lower the shipping 
costs, but check the weight of the 
merchandise you intend to display 
against the probable weight load of 
the exhibit design. 


@ Materials ... A pre-fab exhibit 
design can be purchased in any ma- 
terial from fiber board to aluminum 
and many combinations, This ac- 
counts for some of the price fluctu- 
ations. The proper choice will de- 
pend on how often you intend to use 
the exhibit and for what purpose. 


© Auxiliary Customized Equipment 
. .. Some manufacturers offer much 
more extra equipment than others 
in the basic unit. Whether a high- 
priced, deluxe unit with much extra 
equipment is the best bet for you 
depends again solely on _ specific 
needs. It’s best to check the actual 


cost of a stripped design adding the 
charges for auxiliary equipment 
against the cost of a deluxe, highly- 
equipped model before deciding. Be 
careful, though, that you don’t fall 
for deluxe and costly extras in- 
cluded in a basic design you don’t 
actually need. 


© Assembling and Dismantling 
Time . This factor is highly 
stressed by practically all of the 
manufacturers. Careful planning in 
the designs has certainly made the 
pre-fab easier to handle, but don’t 
hold a stop watch against the man- 
ufacturer. One man may be able 
to handle the assembly of the unit 
in 20 minutes unaided; another may 
need an hour and the advice of sev- 
eral friends. 


> Most manufacturers of pre-fabs 
units are “one-stop” houses in their 
ability to supply the client every- 
thing from planning help to a com- 
fortable chair. Some even offer to 
produce the printed literature given 
away at exhibits. 

All of the manufacturers seem to 
be willing to supply literature, pic- 
tures of currently available stock 
designs and suggestions on cus- 
tomizing it to suit individual com- 
pany requirements. 

Most exhibit makers have, from 
time to time, offered prefabricated 
units, and the following list is not 
necessarily complete. Other builders 
may also be able to supply the 
equivalent of prefab units. But the 
following have indicated that they 
currently produce and stock these 
units, and have supplied AR editors 
with descriptive circulars summar- 
ized herewith. 


@ Exibikit . . . Highly-styled ex- 
hibits of aluminum, Masonite and 
corrugated fiberglass plastic in mod- 
ular designs. Basic units are $995. 
Budget designs, $345. Lewis Barry 
Inc., 12 John St., New York 38. 


© Capex Pre-Fabs . . . Eight basic 
modular designs in contemporary 
designs for $285 per unit. Also 
available are “package deals” with 
lighting and auxiliary equipment. 
Prices range from $495 to $795. 
Capex Co., 615 South Boulevard, 
Evanston, II. 


e Standard Display Units . . . Basic 
modular units in a choice of ar- 
rangements for customized treat- 
ments. Basic unit is $188. Design 
and Production Inc., 826 Slaters 
Lane, Alexandria, Va. 


e Style Pak ... A custom-styled, 
self-contained exhibit with lettered, 
illuminated header and planter. 
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Big New Idea Catalog! 


D&P PREFAB 
Packaged Exhibits 


10 DIFFERENT DESIGNS, from $69.50 
-in-suit 


hair: shi 
$550. : eh Ng avait 


buy by mail; money-back ee 


gvorantee. In 
stock for prompt delivery. Write, call 


DESIGN AND PRODUCTION INC. 
826 Slaters Lane * 
Ki 8-8080 


(in Metropolitan Washington D.C. 5 minutes 


from airport.) 


Better 


Mousetraps 
Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 
Results 


Alexandria, Va. 
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PREFERRED IN ‘'PREFABS"' 


SPACEMASTER UNI-FLEX DISPLAY UNITS 


(PATENT PENDING} 


ECONOMY COMBINED WITH INDIVIDUALITY 


Soid with a 
MONEY-BACK 
GUARANTEE’ 


Spocemaster Uni-flex means you can afford a display program 
of outstanding beauty and serviceability. You are no longer 
“limited” by a budget. Displays that rival the most elaborate 


custom-created work are yours now, with Spacemaster Uni-flex 
for a fraction of the cost. 


THE 10’ TRAVELER 


Light enough to carry .. . fits any full- 
size station wagon. Metal sections are 
sturdy, square tubing with a bonderized, 
white, baked enamel finish. Hinged peg- 
board panels accommodate posters, pic- 
tures or product displays. White lacquer 
finish . . . each panel 30” x 36”. Natural 
match stick bamboo back drape. 8-bulb 
incandescent light bar illuminates trans- 
lucent white plastic sign header and com- 
plete lower area. Adjustable in widths 
from 6’ to 10’ . . . 7’-6” high and 1’-8” 
deep. Available with two, lightweight, 
fiber carrying cases or one plywood ship- 
ping case. 


THE STANDARD 


9’ wide, 7’-6” high and 1’-8” deep. Can be 
adjusted to 6’ width if desired. ‘Three, 3’ 
reversible pegboard panels, framed with 
beautifully finished ash are available in 
white, lemon yellow, blue, red, turquoise or 
seafoam green. Metal sections are sturdy, 
square tubing with a bonderized, white, 
baked enamel finish. 8-bulb incandescent 
light bar illuminates translucent white 
plastic sign header and complete lower 
area. Packed in one sturdy plywood ship- 
ping case. 


THE 8S’ VALIANT 


7'-9” wide, 7’-6” high and 1’-8” deep. 
Standard reversible pegboard panels are 
available in white, lemon yellow, blue, 
red, turquoise or seafoam green. Panels 
(each 7’-6” x 3’) are hinged for adjust- 
ment to many angles. Heavy gauge steel 
“J” clips secure panels rigidly to end 
stands. Metal sections are sturdy, square 
tubing with a bonderized, white, baked 
enamel finish. 8-bulb incandescent light bar 
illuminates translucent white plastic sign 
header and complete lower area. Packed 
in one sturdy plywood shipping case. 


IMBLEND 


en ee 


Without Personalization 


we eb to 


re 


NEW 


ed 


on wet. es 


Without Personalization 


col ane 


Without Personalization 


$372°° 


— 


$350° 


*OUR GUARANTEE: Our National reputation for quality and integrity stands behind 
the specifications given. Unit may be returned at our expense if not as 


described above. 
USED BY: 


Pillsbury, General Mills, Weyerhaeuser Sales Co., Insulite, Lennox Furnace, 


Regalware, LeFebure, Gisholt Machine Co., First Nat’l. Bank, Minnesota 


Minin 


other delighted users. 


& Mfg. Co., Ohio Chemical, McCulloch Corp. and hundreds of 


CREATORS OF THE FINEST CUSTOM EXHIBITS AND ORIGINATORS OF THE NEW 
SPACEMASTER UNI-FLEX CONCEPT 


Please send me: 
THE 10’ TRAVELER 


Quantity Quentity__ 
| Lightweight carrying cases 
Piywood shipping case 


Shipped Truck Collect. Orders Firm 


THE STANDARD 


Circle color desired 


white, lemon yellow, blue, red, 


turquoise, seafoam green 


if Diplaymasters, INC. * 127 Washington Ave. No., Minneapolis 1, Minn. 


THE 8’ VALIANT 


Quantity _ 
Circle color desired 
white, lemon yellow, blue, red, 


turquoise, seafoam green 





filled immediately from stock. 
Terms: 1% 10 days, net 30 
days from receipt of invoice. 


Address 


52 + Gee + August 1959 


Authorized Signature__ 








Basic unit is $696. An economy 
model, “Fold ’N-Pak”, is available 
for $495. Display Workshop Inc., 
341 Trumbull St., Hartford, Conn. 


® Federal’s Expandable Units .. . 
Lightweight, basic units that can be 
snapped together in 15 minutes. 
Basic unit with header and feature 
panel, drapes, and tables is $149.95. 
Federal Displays Inc., 2197 E. 18th 
St., Cleveland 15. 


© Functional Preplanned Modular 
Exhibits Contemporary self- 
packing & modulated designs in 
wood, aluminum, metal and wood 
compositions. Prices range from 
$601 to $679 for basic units. Func- 
tional Display Inc., 1370 Blondell 
Av., New York 61. 


© Wizard ‘H’-Frames . . . a system 
of coordinated component parts en- 
gineered to fit together in any com- 
bination without bolts or wing nuts. 
A new model of the Wizard H- 
frame unit provides additional fea- 
tures including a lighting fixture, 
baked enamel finish on metal parts, 
and flexible backgrounds for faster 
adaptations and revisions. The unit 
is available in modules of 2, 3, 4, 6 
and 8’, all 8’ high. Haas Display Inc., 
3011 Third Av. South, Minneapolis 
8. 


© Flex-Sho Units ... Tubular units 
of aluminum and steel with hard- 
board and plywood panels. Prices 
range from $107.50 for a 234’ display 
to $1,206,50 for a 33’ exhibit. Hart- 
wig Displays, 1325 N. Van Buren 
St., Milwaukee 2. 


© Ivelpak Customized self- 
packers with illumination. Designs 
kept in skeleton form for client 
conversion. Costs range from $1200 
to $2500. Ivel Construction Corp., 
53rd St. & First Av., Brooklyn 32. 44 


© The Reflex . . . Basic modular 
units that can be custom-tailored 
or expanded. Available in a variety 
of designs, prices range from $452 
to $722. Regent Specialties, 107 Nor- 
ris Drive, Rochester 10. 


@ Tabery Exhibits . . . Customized 
10’ modular style units for exhibit 
flexibility. A rental plan for these 
units ranges generally from $340 to 
$525 for each 10 unit. Tabery Corp., 
3443 South Hill St., Los Angeles 7. 


® Magi Exhibit Lightweight, 
flexible units that can be used sin- 
gly or in multiples. Weight, 50 lbs; 
packs as a suitcase. Price, $172.50 
per unit in orders of 2 to 5. Texan 
House Inc., 342 Madison Av., New 
York 17. 





100 Suggestions for 


Convention and 


Trade Show Exhibitors 


The man who gets the most from his exhibit 
dollar is the one who can control most effec- 
tively the many details that go into a successful 
exhibit. Here, from Manpower Inc., Milwau- 
kee, is a list of helpful hints. 


Evaluating the Show 


1. Select each show in which you will exhibit with 
the same care you select other promotional media. 
Consider whether it offers you a market you might 
otherwise not be able to reach. 


2. Examine the character of the show: is it national? 
regional? industry-wide? horizontal? 


3. Check its history to arrive at an estimate of po- 
tential attendance, not only by total number of vis- 
itors, but with regard to their importance and func- 
tion within the industry or field. Do they buy or in- 
fluence buying? 


4. Find out whether your competitors are normally 
represented. Does the caliber of exhibitors represent 
the best in your industry? 


5. Choose the shows in which you will participate 
on a selective basis, and go into only those into 
which you can really go “all out.” 


Cost Factors 


6. Visualize the type of display best suited for your 
sales story and then calculate minimum necessary 
footage cost. 


7. Determine how much you are willing to pay per 
inquiry and check this figure against per inquiry 
costs for other media in which you advertise. (Cur- 
rent average costs for exhibit space varies from $3.50 


to $5 per square foot for the usual run of about three 
to five days.) 


8. Consider additional costs, such as extra outlets 
for electricity, water, steam, etc. Remember that the 
exhibit will have to be erected and dismantled and 


that materials and equipment must be packed, 


shipped, unpacked, set up, repacked, return shipped 
and unpacked again. 


9. When ordering space make sure you inform your- 
self as to exhibit management’s time schedule for 
payments, to prevent delay or disqualification. 


10. Ascertain insurance premium costs, to protect 
your own supplies and equipment as well as to 
guard against liability for damages or injuries to 
visitors. 


11. If entertainment is to be provided, or if profes- 
sional models are to be used in your exhibit, remem- 
ber to include estimated costs of their services, too. 


12. Protect your literature supply from waste by 
building a display unit, preferably under glass, which 
will contain a sample of every piece of material you 
are offering. Have interested visitors fill out a re- 
quest card and mail material to them after the show 
closes. This not only prevents waste of printed ma- 
terial but also provides you with a live prospect list. 


13. If you’re planning a hospitality suite or exten- 
sive hosting for prospects at theaters, night clubs, 
ball games, etc., be sure to include a rough estimate 
of these charges in your total cost. 


Planning the Exhibit 


14. Determine first of all what you want your ex- 
hibit to accomplish. Will it do an intensive selling 
job or do you have a story you want to get over 
quickly? Will it introduce a new product, show im- 
provements on an old one or demonstrate new uses 
for a well known and accepted product? 


15. Establish in your own mind the tone the exhibit 
should reflect in the eyes of the show’s visitors. Bear 
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Exhibit Suggestions 


100 Suggestions for 


in mind your company’s standing in the industry and 
the presence of competitors’ booths. 


16. See if your basic booth can be designed with 
maximum flexibility so that it can be used, with mi- 
nor and inexpensive changes, over and over again 
at other shows. 


17. A display booth represents one of the few ex- 
amples of three dimensional advertising. Use atten- 
tion-attracting form, light, color, motion. Design it 
to catch the attention of the wandering visitor and 
to stop him in his tracks. Aboveall, be sure it tells 
your sales story. 


18. Don’t clutter up your exhibit. Pinpoint its mes- 
sage and gear it to a single objective. Dramatize 
the product, not the background. 


19. Sign for space so located as to provide maximum 
traffic flow; avoid bottleneck areas and dead end 
aisles. 


20. Have your designer include two small “back 
rooms” in your area; use one for hats and coats worn 
by your company’s representatives, the other for 
storage of materials, extra literature, etc. Keep your 
sales and exhibit area neat and uncluttered. 


21. An expensive display can be ruined if set on 
bare, unattractive floors. If exhibit management does 
not furnish carpeting, supply your own, even if only 
in the form of a reusable rubber floor covering. 


22. Design your display so that as much of it as 
possible is high enough not to be blotted out of view 
by staff and visitors. 


23. Be sure that the sign identifying your exhibit 
can be seen to best advantage from the greatest pos- 
sible distance. 


24. Test the visual impact of your booth by setting 
up a model before approving submitted designs. 


25. If the show has a “theme” think about planning 
your exhibit to effect a tie in. In this way your com- 
pany will share the benefits of the show’s general 
promotion and publicity. 


Manning the Booth 


26. Assign your top technical men to tours of booth 
duty. Industrial show visitors want to talk to engi- 
neers, technicians and specialists. 


27. Don’t permit your staff to sit down in the booth 
during exhibit hours. While such a rule may be 
tough on them, it will result in an impression of 
alertness on your visitors. 


28. Don’t allow family and friends to make your 
booth a social rendezvous. 


29. Surveys have shown 10% to 20% of booth per- 
sonnel at leading exhibits chewing gum or smoking 
while talking to prospects. Don’t let this happen in 
your booth. 


30. The trade show provides an unparalleled op- 
portunity to take the pulse of your market. Have 
your best salesmen on hand to greet your best cus- 
tomers and prospects; have your sales manager and 
other key executives on tap to listen to customer re- 
actions. 


31. Arrange a regularly scheduled “duty roster” that 
will guarantee full and proper manning of your 
booth at all floor hours . . . and make sure it is strict- 
ly followed! 


32. Hold a sales meeting and brief booth personnel 
thoroughly on details of the show’s history and ob- 
jectives, sales points to be made and the thinking 
that went into the design and composition of your 
own exhibit. 


33. Your booth is your exhibition headquarters. In- 
struct your personnel to hold their conversations 
with customers and prospects at your booth and not 
to wander away for private conversations. 


34. Keep up appearances by having operators of 
mechanical devices appropriately dressed in shop 
coats or working clothes. 


35. When working out your duty schedule, always 
be sure that at all times some one person is desig- 
nated to be in charge of the booth and its personnel. 
Make sure, too, that everyone knows who he is. 


36. Make sure your staff dresses conservatively and 
conducts itself at all times in a dignified yet friendly 
manner. Their conduct will often represent to a 
visitor the quality and integrity of your product. 


37. Prepare for adequate demonstrations by furnish- 


ing full training well in advance of show date, to op- 
erators. 


38. Give each member of your staff an opportunity 
to see the rest of the show as early during its run as 
you possibly can, so that they can guide visitors to 
other spots of interest. 


Converting the Exhibits into Sales 


39. Participate only in those shows that provide a 
homogeneous audience and homogeneous exhibits. 


40. Include displays, models or blown up photos of 
varied product uses. If possible, show your product 
in operation. 


41. Exhibit unusual devices that have been pro- 
duced with the help of your product. 





Convention Exhibitors 


42. Set up adequate registration facilities, so that 
customers and good prospects can be quickly spotted 
and brought to the attention of company executives 
or senior salesmen. 


43. Work out a detailed sales story for the benefit 
of all booth attendants; rehearse them in it before 
the exhibit opens. 


44. If operation is not continuous, post a demonstra- 
tion time schedule in a conspicuous spot and urge 


prospects to return to your booth at demonstration 
periods. 


45. Mail invitations and tickets to all your customers 
and leading prospects to visit your booth. 


46. Prepare news releases for your local press, pa- 
pers in community where exhibit is to be held and 
for the business press. Give the show’s public rela- 
tions director an adequate supply of these, plus full 
information about your company, products and ex- 
hibit. 

47. If a daily newspaper is published in connection 
with the exhibition, have material ready for its edi- 
tors well in advance of each issue; photographs of 


prominent industry leaders visiting your booth are 
particularly welcomed. 


48. Have special material ready for business press 
reporters visiting the show. 


49. Carry some mention of your participation in all 
advertising prior to show time. 


50. If you’re planning to introduce a new product at 


the show, do so at a press conference at about the 
time the exhibition opens. 


51. Listen in on conversations to find out how your 
salesmen are handling visitors. 


52. Get reports of prospect activity from your staff; 
make sure all leads are immediately written up. 


53. As soon as the show closes, send a “Thank you” 
letter or card to everyone whose name appears on 
your visitors’ lists, thanking them for their interest, 
requesting comments on your exhibit and informing 


them that one of your representatives will shortly 
call. 


54. Work out your booth attendance schedule so that 
at all times each phase of your operation is repre- 
sented by at least one specialist; make it unnecessary 
to request a visitor to return for detailed information 
“when Mr. Jones will be here.” 


55. Contact other exhibitors for two possible tie-ins; 
offer them your products for use in their booth and 
see if you can make use of another company’s prod- 
uct to enhance your own exhibit. 


56. Run a sales contest among your dealers and rep- 


resentatives, offering free trips to the exhibit city as 
prizes. 


57. Keep your staff always on its toes; an important 
prospect is as likely to visit your booth five minutes 


before closing time as he is in the middle of the ex- 
hibition day. 


58. Get a detailed written report from every person 
having anything to do with the show, after it closes. 
Make sure they are guaranteed complete freedom to 
make any criticisms they see fit. A cautious pat on 


the back from a subordinate will not improve your 
next exhibit. 


Building, Dismantling, Shipping 
your Booth 


59. Check height and depth regulations with the 
show management before building your display. 


Many shows will not allow displays to be above 8’ in 
height. 


60. Have your exhibit designed for maximum flexi- 
bility and reuse. Have the constructor and your ad- 
vertising agency work together on the project. 


61. Check with show management on sizes of doors, 
elevators and aisles. Govern the over-all shipping 
size of your booth and crates accordingly. 


62. Make a check list of everything that goes into 
your exhibit, down to the smallest tool or auxiliary 


item. Use this list when breaking down and repack- 
ing at end of show. 


63. Check the electrical situation and make sure 
that there are enough outlets, with proper voltage, 


for your display. Check legal restrictions on use of 
electric power, too. 


64. Use big letters and a distinctive color or device 
to identify your company’s shipping crates, so that 
you can quickly spot any that might go astray upon 
arrival at the exhibition hall. 


65. To save valuable time in the repacking opera- 


tion, attach detailed packing instructions to the lid of 
each crate. 


66. Give yourself enough time; allow an extra day 
or two for setting up and breaking down your ex- 
hibit at each end of the show period. If you’re among 
the early arrivals you'll find it easier to obtain the 
services of carpenters, electricians, etc... . and you'll 
save overtime charge for labor. 


67. Before the show opens, prepare return shipping 
tags; that’s just one less job you'll have to do after 
the show closes! 


68. If your show closes over a week-end, wait if 
possible until Monday morning before starting your 
tear-down in order to eliminate cost of Sunday dou- 
ble-time and overtime. 


69. Plan your booth and call in your specialists the 
day you sign for space. Don’t wait until the last min- 


ute if you want to get the maximum benefit from 
your exhibit. 
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Exhibit Suggestions 


100 Suggestions 
for Convention and 
Trade Show Exhibitors 


Tips on Timing 
Show Minus 90 days 


70. Visit the exhibition hall, together with those re- 
sponsible to you for planning and running your 
booth, to get a good idea of physical layout, facilities, 
etc. 


71. Prepare your show budget and mail show con- 
tracts. 


72. Meet with sales, advertising, merchandising, en- 
gineering and publicity heads to determine products 
to be shown and “angle” or “slant” to be used. 


73. Obtain list of all convention rules and make sure 
that staff members become familiar with them. 


74. Prepare complete list of all products you decide 
to exhibit. 


75. Prepare special instructions to your factory re- 
garding all equipment intended for exhibit use; pro- 
vide for complete inspection of all such items. 


76. Ascertain where emergency supplies can be lo- 
cated in exhibition city. . 


77. Set aside a place for storage of packing cases, 
for easy location during repacking, and assign some- 
one the responsibility for them. 


78. Make assignments on who will work in the 
booth and their hours. Arrange for identification 
badges and passes. 


79. Be familiar with telephone facilities; arrange for 
a phone for your booth and notify company officials 
of its number. 


80. Make arrangements to insure adequate supply of 
materials if your exhibit is to include a manufactur- 
ing demonstration; arrange for proper disposition of 
waste and scrap. 


81. Line up truckers and shippers to handle move- 
ment of equipment into and out of hall. 


Show Minus 60 days 


82. Make hotel reservations and ask for confirma- 
tions; don’t underestimate your needs. 


83. Set up alternate emergency plans to be put into 
operation if booth is delayed or lost in shipment. Try 
to anticipate every contingency. 


84. Check literature inventory and arrange for pro- 
duction of sufficient quantities for display and dis- 
tribution. Do the same with any samples intended 
for giveaway purposes. 


85. Check on booth construction schedule. 


86. Check advertising agency to make sure booth 
number is being inserted in ads; advise sales depart- 
ment of booth number so that salesmen can tell their 
customers and prospects. 


87. Arrange for models, demonstrators, clerical help, 
etc. 


88. Establish routine for handling inquiries and 
literature requests; instruct all booth personnel. 


Show Minus 30 days 


89. Find out what facilities (such as tables, chairs, 
rugs, etc.) will be provided by the exhibition man- 
agement. Make arrangements to fill in and rent 
whatever they will not provide. 


90. Take another look at your booth; be sure it re- 
flects latest developments and is up to date in every 
respect. 


91. Have your factory do as much wiring or piping 
as possible to save time, trouble and labor costs at 
the exhibit. 


92. Arrange to mail invitations and tickets to cus- 
tomers and prospects. 


93. Check on labor for booth set up. 
Show Minus 1 day 


94. Prepare a tool kit with all necessary items for 
emergency repairs; check supply of clerical equip- 
ment, such as order blanks, memo pads, pencils, sales 
manuals; check supply of housekeeping equipment 
(cleaning cloths, dustpan and brush, oil, wax, etc.). 


95. Check on shipment and arrival of literature and 
booth equipment. 


96. Meet all important members of show’s staff: 


manager, storage foreman, union representatives, 
decorator, etc. 


97. After unpacking, put lids back on empty crates 
to avoid loss or misplacing when repacking. 


Hospitality 


98. If you plan a hospitality suite, assign personnel 
to it other than those working in your booth. 


99. Reserve adequate space for comfortable enter- 
taining of your customers and prospects. Make sure 
there are sufficient chairs available. 


100. Set aside definite hours during which your 
hospitality suite will be open and post a conspicuous 
clear sign announcing them. 





For Newspapers, Magazines, 


Litho and Gravure Jobs 


Your advertising comes vibrantly alive with Fluoro-Color, 
the remarkable new process that cuts full-color plate costs 
in half. Illustrations gain a new richness, new vitality, more 
brilliance and truer fidelity to the original. 


All this is possible because Fluoro-Color art is prepared 
with Fluorographic materials and pre-separated for color. 
Yet, it’s rendered in full color, much as it will appear on the 
printed page. Being Fluorographic, all whites reproduce 
pure white with no halftone dot and all blacks and in- 
between tones and colors as intended. Eliminated in plate- 
making are costly color-separation, color-correction, hand- 
opaquing, re-etching and hand-masking. 


To learn more about the wonders of Fluoro-Color, send 
coupon below for full information and the names of photo- 
engravers, lithographers and gravure plants in your area 
licensed to use the Fluorographic process. 


ALSO BLACK & WHITE FLUORO 
... the superior method for making automatic highlight 
black and white halftones. Send for complete information. 


Ries 
pevvooWuueveteceseces 
PRINTING ARTS RESEARCH LABORATORIES, INC. AR 


Fluorographic Sales Division 
La Arcada Bldg., Santa Barbara, Calif. 


Send complete information and names of licensed plants for 
(1) Fluoro-Color. 00 Black & White Fluoro.. 


7 ME FLUOROGRAPHIC 
“skal SALES DIVISION 


PRINTING ARTS RESEARCH LABORATORIES INC. 
La Arcada Building « Santa Barbara, California 


ee 
Firm. 
Address. 
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A Gem of 


a Promotion 


To gain a fine reputation throughout Canada, as 
rapidly as possible, Balfour used the world-famous 
Hope Diamond, in spite of the problems created 
by its fantastic value. 


Beauty with Beauty . . . At the press party, Gertrude Kerath, 
Miss Toronto 1958, modeled the Hope Diamond. 


By Joe Pollick 


“Two years of image building and 
publicity impact in only two weeks. 
This,” claims Mr. E. G. Hirst of E. 
G. Hirst Ltd., Toronto, “is what the 
pron tion of the Hope Diamond at 
the Canadian National Exhibition 
has done for the L. G. Balfour Co. 
Canada Ltd.” 

Balfour, one of the world’s larg- 
est manufacturers of fraternity 
jewelry, commercial insignia and 
trophies—and a large user of dia- 
monds—faced the familiar problem 
of establishing its name in Canada 
after years of selling its products 
through independent local retailers. 
The Balfour office, recently set up 
in Toronto, needed dramatic impact 
to ring out its name loud and clear. 
The notoriety surrounding the Hope 
Diamond was ideal for exploitation. 


> Plans to exhibit the famous stone 
for public showing were finalized 
with Diamond King Harry Winston 
in New York. The company en- 
gaged Hirst’s, a Canadian advertis- 
ing and sales counsel firm, to han- 
dle the promotion and publicity. 
Heavy security precautions, super- 
vised by Hirst’s, surrounded the 
$1,000,000 stone during its stay at 
the Canadian National Exhibition, 
an annual event in Toronto which 


this year attracted 960,000 people. 

Throughout the 2% weeks of the 
show, hundreds of thousands poured 
past the Balfour exhibit. Visiting 
beauty queens and columnists were 
photographed wearing the stone 
among the crowds, guarded by as 
many as 15 security police. Miss 
Carolyn Cooper, 17, of Plainsview, 
Tex.—Miss Wheatheart of the Na- 
tion—was brought in to model the 
diamond while the crowd ogled. As 
many as 150 people were counted 
grouped around the display at a 
time. 


> Significantly, Balfour, an Ameri- 
can firm, engaged a Canadian or- 
ganization to carry out its public 
relations program. The establish- 


At the Show 

The original diamond 
and its replica 

were exhibited 

side by side, 

to the confusion 

of the crowds. 


ment of a Canadian subsidiary and 
the engaging of Canadian person- 
nel earned the company more re- 
spect and co-operation than might 
have been otherwise possible. 
The local boys knew their way 
around whereas strangers might 
flounder and spend much more 
money to achieve the same ends. 
This promotion in Canada identi- 
fied Balfour as a substantial com- 
pany capable of handling an item as 
large as the Hope Diamond—instill- 
ing a sense of richness, quality and 
reliability in the public mind. 


> At the exhibition, large signs at 
the Coliseum entrance heralded the 
way to the display which was set 
up in a 35 foot square island. 


August 1959 





Around the display itself, a guard 
rail was erected 8 feet square for 
security reasons, and incidentally, 
allowing for free observation on all 
four sides by the onlookers. 

Mounted on a rotating turntable 
was a custom-made brass ship’s 
binnacle holding a replica of the 
Hope Diamond, and alongside it, 
locked in a glass case, was the jewel 
itself. This made for an interplay of 
fun and excitement—leaving the 
public with the problem of deciding 
which was the genuine article. 

To prove their abilities as gem 
experts, all they had to do was pick 
up one of 150,000 attractive folders, 
arranged on either side of the dis- 
play, which identified the Hope 
stone—and also included a story on 
the Balfour Company. One in every 
four visitors picked up a folder. 

Added effect was gained by spe- 
cial spotlights causing the dia- 
mond’s sparkle to catch the eye as 
much as 75’ away. The ever-present 
Pinkerton guard detail was in itself 
enough to arouse intense curiosity. 


> A pre-C.N.E. party for 150 press 
representatives launched the Hope- 
Balfour campaign with complete 
photo-copy press kits for every 
guest. The result was same-day tv 
news coverage over the national 
network with picture story cover- 
age in every leading newspaper in 
Canada. Says a Balfour executive, 
“The Hope Diamond and Balfour 
were on the way right from the 
start.” 

The total publicity bag for Bal- 
four: coverage in every newspaper 
from coast to coast; radio promi- 
nence in C.N.E. programs and tv 
national network; not to mention 
full editorial articles in the Ca- 
nadian jewelry press. 

It took hard critical planning, but 
it cut years off the time that would 
normally be required to establish 
the Balfour name in Canada. Among 
the press releases, one gave a brief 
but colorful history of the Hope Di- 
amond; a second described it in 
physical detail along with some 
items on the diamond industry in 
general; and a third, built around 
the Balfour name, provided interest- 
ing notes on preparations for the ex- 
hibit. 


> A new twist to old press parties 


were the formal invitations ad- 
dressed to the cream of the local 
social crop inviting them to attend 
a genuine press gathering. For edi- 
tors, these same invitations were 
followed up by personally addressed 
letters and news releases. The in- 
vited socialites were also good 
prospects for Balfour. 

When they arrived, couples were 
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invited to be photographed with 
their wives’ necks encircled with 
the Hope necklace. These photos 
were mailed out to them later with 
the compliments of the Balfour Co. 

Receiving the guests at the foyer 
of the private reception room of 
the Royal York Hotel were foreign 
students from the University of To- 
ronto, rigged out in native regalia 
and flanked by guards—all lending 
a dash of the cosmopolitan to the 
event. 


> Another original touch was mak- 
ing up ice cubes for the drinks in 
diamond shape and the serving of 
blue champagne—the color of the 
Hope stone. Indian dishes were a 
“natural” for the party as was 
Gertrude Kerath, Miss Toronto, 
1958, who modeled the stone for the 
benefit of delighted males. 

A specially installed tv set al- 
lowed the gathering to see them- 
selves and Miss Toronto on the eve- 
ning newscast. The film had been 
taken during the party, processed 
and televised before the party was 
over. Toronto’s Mayor Phillips and 
other dignitaries added to the glam- 
or of the occasion. To offet the char- 
acteristic inclination of some re- 
porters to hang around long after 
the hosts want to go home, Toron- 
to’s Chief of Police Mackay, an- 
nounced that the party had to break 
up for security reasons—no one 
could object to this reasonable re- 
quest. 


> The first snag encountered at the 
outset was getting permission for 
use of the Exhibition. Hirst’s was 
turned down flat. Eight years ago, 
when the Hope Diamond had been 
brought up there for a similar pur- 
pose, it had attracted so much at- 
tention that the other exhibitors in 
the Manufacturer’s Building com- 
plained and threatened to with- 
draw in succeeding years. 

The C.N.E. management now of- 


Well, show opens in an hour, where's 
your $100,000 exhibit? 


fered alternative space in an older 
structure, the Coliseum. This al- 
ternative had its own merits in that 
it built up traffic in a secondary 
building and provided an exclusive 
setting for the Balfour-Hope pro- 
motion. 


> Another snag almost had the Hirst 
and Balfour team wondering about 
the bad luck omens linked with the 
Hope. While arranging the press 
party, a clamp-down notice was re- 
layed from Canadian Customs. 
Comparatively new regulations had 
been discovered. Extra insurance 
was required to cover duty in case 
the stone disappeared in Canada. 
The rules now demanded $56,000 
worth of coverage over and above 
the already insured $1,000,000. (For 
the latter policy: a surprisingly 
short, simple paragraph and a $1,- 
200 premium). 

Frantic telephoning between To- 
ronto and Harry Winston in New 
York; the Antique Club of New 
York; the head of Customs in Ot- 
tawa, who, incidentally, was most co- 
operative, finally resolved an ex- 
pensive situation. Affadavits from 
the head of the local Gem Labora- 
tory and witnesses in Toronto testi- 
fied that the Hope stone was origi- 
nal and authentic, and that it was 
an antique (in Canada, anything 
before 1843) although the necklace 
holding it had not been made until 
1905. The fact that it was ruled an- 
tique meant that a $10,000 bond for 
the price of $20 could clear the way 
for the Hope’s Canadian triumph. 


> Aside from special bonding and 
insurance arrangements, an intri- 
cate system of around-the-clock 
guards, clearance from brass in Ot- 
tawa, as well as city police attend- 
ance, were the essential framework 
for handling this million dollar 
piece of pure carbon. 

The diamond, sent by Air Ex- 
press and addressed to E. G. Hirst 
Ltd., Toronto, arrived at the Ca- 
nadian Customs on a Friday after- 
noon. Previous security conferences 
with Metro Toronto Police Chief 
Mackay had decided on the vaults 
at the Imperial Bank’s head office 
as the home base for the stone. 

In addition to the regular comple- 
ment of Pinkerton men, insurance 
regulations required a home guard 
of local city police whenever the 
stone was moved in the city area. 
Since it could not remain in Cus- 
toms over the weekend, the Cus- 
toms office obligingly stayed open 
after hours while custom officials 
and brokers, two car loads of guards 
and Mr. Hirst called to clear it. Es- 
corting it to the bank, there was 





no room for Mr. Hirst, who had to 
walk the four blocks. 


> At the display area, the diamond 
was removed each night to a branch 
bank at the Exhibition grounds, 
sealed in a container and locked in 
the vault until next morning. When 
the Exhibition was over, the Hope 
was escorted to the post office and 
returned to Harry Winston in New 
York—at a cost of $3.50—by regis- 
tered mail. 

A curious but not unnatural fac- 
tor in the promotion was the way 
prices had a tendency to rise 
wherever the Hope Diamond was 
recognized. Where a lawyer might 
charge $5 for an affadavit, the fee 
for the same routine now became 
double or triple. This epidemic fol- 
lowed Hope wherever it traveled 
but it was a minor annoyance soon 
forgotten in the over-all picture of 
a highly successful pr job. 


> According to Hirst’s research, the 
Canadian market, both trade and 
consumer, is already cynically con- 
ditioned to U.S. products offering 
incomes, saving and economies. This 
hurts the good and bad products 
alike. It is an existing condition 
which the quality of any one prod- 
uct cannot overcome alone. Per- 
suasion and proof—directed first to 
the trade, then to the consumer, are 
the only remedies. 

Mr. Hirst explains: “With jobs 
like this, we are not concerned 
merely with public relations, but 
with how it tones in with the com- 
plete job of marketing—how it re- 
flects the policies, character and 
stature of the client. As marketing 
consultants, we are not concerned 
only with the behavior patterns of 
Canadian consumers in the various 
localities, but with the behavior of 
our clients and how this affects their 
business.” 44 


Pipeline Brings Visitors 
To Burroughs Exhibit 


The “Pipeline for Automation” 
exhibit gave the Burroughs Corp. 
opportunity to effectively tell its 
bank automation story to hundreds 
of visitors at regional meetings of 
the Natl. Assn. of Bank Auditors 
and Comptrollers. 

Designed by Burroughs to em- 
phasize the urgency of preparatory 
steps necessary for bank automa- 
tion, the exhibit was built in the 
form of a huge pipe, 25’ long and 
8’ high. 

Bankers were guided into the 
“pipeline” for a five-minute con- 


MORE OF OUR CLIENTS 


DRIVE “ADILLACS 
ABE |p 


NOTWITHSTANDING — 


There was a young sales manager named Flagon 
Who kept a FEDERAL EXHIBIT in his station wagon. 


He said — 


I use it at trade shows, meetings and conventions 

In fact, anywhere I have sales intentions. 

Its big, it dominates, sets up in a jiffy 

For less than * two bills what could be more thrifty? 


*Full 8 foot x 10 foot display for under $200 


© Free color sketches 
© Free brochures 
© Free layouts 
¢ Firm quotations 


write 


Manufacturers of exhibits 
2197 | EAST 18th STREET CLEVELAND 15, OHIO TOWer 1-6632 
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YOUR ADVERTISING MESSAGE ON A BALLOON 


- 


ay ee 


SANITARY ... EASY TO ENCLOSE OR HAND OUT 


All you need to know ' The PIONEER Rubber Company 
about balloons... in the i Advertising Balloon Division 
PIONEER 410 Tiffin Road, Willard, Ohio 


Advertising Balloon 
Fact Pack | FIRM 


Ideas, sample balloons, i 
price list, imprint work ADDRESS 
sheet, get it for your 1 
files now. : City 


Fact Pack.’ | want to throw it on my desk 
| walk around it. 


ZONE — STATE 


} Or phone Betty Wolfe at Willard 3-2211 to order. 


j Please send me your free “Advertising Soteee 
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bags by 

natco, 

either from 

our standard 

line or custom 
manufactured, 
offer thousands 

of smart sales 
promotion slants 
for marketers 
anxious to sharpen 
their competitive 
edge. (as product- 
packages, premiums, 
special offers, 
displays or sales 
kits.) why not 

let us match our 
ideas with yours? 
direct factory prices 
justify your inquiry! 
write, wire or 
phone today. 


“suppliers to 
the airlines 
of the world.” 
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ducted tour. Among the basic steps 
dramatized were check standardiza- 
tion, account numbering, controlled 
and uncontrolled items, imprinting, 
coding, use of electronic sorter, 
value of planned timetable and cen- 
tral source of equipment. 

Groups going through the exhibit 
unescorted listened to a tape-re- 
corded analysis of the preparations 
essential to automation and saw 
illustrated panels illuminated at the 
appropriate moment in the narra- 
tion. 

The exit from the “pipeline” led 
into a full-line display of Burroughs 
automation equipment. 44 


Geodesic Dome Exhibit 
Offers Novel Design Idea 


What will the exhibit of the fu- 
ture be like? At a “look-into-the- 
future” show, held in Pittsburgh 
recently, Gulf Oil placed its money 
on a “Geodesic Dome” design that 
seemed to be equal halves of the 
space age and the old Indian tepee. 

Designed and built by Gardner, 
Robinson, Stierheim & Weis Inc., 
the structure was designed as a 
“novel approach to cubic content 
concept in trade shows.” 

Made basically of lightweight 
aluminum, the dome is a self-sup- 
porting structure built on a simple 
geometric principle. It measures 27’ 
in diameter; 12’ high; connecting 
joints permit easy erection and dis- 
mantling. 

In the “look-into-the-future” 
show, it was covered with brightly 
colored canvas. Other possibilities 
include covering with vinyl plastic 
film, or leaving it uncovered. 

Complete information can be ob- 
tained from GRS&W, 5875 Centre 
Av., Pittsburgh 6. 44 


Life Goes Shopping . . . World’s largest 
shopping cart was placed in Grand Cen- 
tral Stction, N.Y., as part of ‘’Life’s’’ 
salute to the supermarkets. Jumbo pack- 
ages represented products sold in super- 
markets and advertised in ‘‘Life,’’ 





Why Southwestern 


a Dollar 


for a Penny 


Everybody's interested in 
money, might be the moral of 
this tale of a promotion that 
helped to open a new office 
with a touch of excitement. 


People stood in block-long lines 
for hours on opening day to visit 
the two new branch offices of Hous- 
ton’s Southwestern Savings and 
Loan Association. 

The reason — Southwestern Sav- 
ings was trading a dollar for a 
penny, a 1938 penny. 

“Most successful new office open- 
ing we ever had,” said Rex G. 
Baker Jr., president of the five-of- 
fice savings association. “In the past 
we'd been lucky to draw 500. But 
this time we had 5,212 people.” 


> The 5,212 who actually passed 
through the lines were a small frac- 
tion of those who turned out but 
went away because of the long 
lines. At times during the day, lines 
stretched three blocks away with 
several hundred men, women and 
children, each with a 1938 penny 
clutched tightly. 

Policemen were called out to con- 
trol the traffic. Anticipating the ru- 
mor of a “run” with all these people 
queued up to get inside, savings 
and loan officials used a public ad- 
dress system to announce over and 
over that “Southwestern is trading 
a dollar for a 1938 penny.” 

Why a 1938 penny? 


> “The main reason,” said President 
Baker, “was to make the campaign 
believable. Had we announced that 


we were going to give dollars away 
—why, I doubt that even 200 people 
would have turned up. 

“And had we offered to trade a 
dollar for just any penny, they still 
wouldn’t have believed us. 

“So Southwestern picked 1938. 
That year about 475 million coppers 
were coined, a relatively light year 
in new pennies. A spot check of 
cash drawers before the opening 
showed ’38 pennies were turning 
up at the rate of about one in a 
hundred.” 


> Advertising for the opening, han- 
dled by Robert Flagg, partner in 
Houston’s Drake Agency, began a 
week beforehand. Small space teas- 
er ads were used in newspapers and 
teaser copy was developed for radio. 
The theory was to start people 
looking for 1938 pennies. The first 
ads and spots didn’t even use 
Southwestern Savings’ identifica- 
tion. 

By mid-week the signature was 
used in the teasers. By then each 


All Ages 

Even the very little 
ones found a 1938 
penny to bring 

in for a dollar. 


of the three radio stations reported 
a telephone pickup after a_ spot 
would run. And calls began to come 
into Southwestern Savings’ switch- 
board: 


“How do I get my dollar?” 


“I don't have a 1938 penny, but 
how much is a 1935 nickel worth?” 


> By Friday, the day before the 
opening, normal business at the ra- 
dio stations and at Southwestern 
Savings’ offices had slowed. 

“Every time we'd run a spot,” re- 
ported Ralph Keller of KNUZ radio, 
“the switchboard looked like a 
Christmas tree. We’d spend the next 
hour answering questions. About 
the time things had settled down, 
another spot would run. And the 
same thing would happen.” 

Newspaper ads, about 1200 lines 
in size, were used in evening papers 
before and in the morning paper 
of the opening. 


>» The 


two new offices, both in 
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+> MIDGET 
LEVELS 


Ideal for Anniversary, 
Christmas or other 
Business Gift Occasions! 


A handy 4-inch level in Ebony 
Anodized Aluminum. Has hun- 
dreds of uses. Easy to mail or 
to present as souvenirs at open- 
house occasions. Company name 
can be stamped or engraved if 
desired. It’s a unique, precision- 
made gift item. Write for quan- 
tity prices and full details. 


Imprinted on 
TWO SIDES — 


costs less than a 
single side imprint 


LEE-TEX RUBBER PRODUCTS CORP. 
13151 South Western Ave., Gardena, Calif, 
QUICK! SEND PRICES, SAMPLES, IDEAS! 


TO 


SS 


ADDRESS 


CITY STATE 


PFeseeeseeeeneeeees9 
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Houston’s suburbs, were open seven 
hours — announced as 9 a.m. to 
4 p.m. 

The line began forming just after 
daybreak. By 9 a.m. hundreds were 
waiting. The limit was one dollar to 
a customer, and they began filing 
through. 

Each was given a crisp, new dol- 
lar bill in an envelope. Copy on the 
| back of the envelope noted: 





Here’s the dollar you traded 
for a 20 year old penny. If 
you'll save just a dollar a 
month, for the next twenty 
years, you'll have $347.49. 


| ‘The result: firmly establishing 
| the location of new offices in the 
| minds of savings account prospects 
plus an immense amount of good- 
| will — all because of believability 
in advertising. 44 


Spicy Campaign .. . 


Day-Long Line-Up . . . The line of peo- 
ple waiting to make the profitable ex- 
change kept up all through business 
hours. 


Novelty Mailings 
Build Goodwill 


To dramatize the variety of its 
| services, Ross Roy Inc., Detroit ad- 
| vertising agency, turned to a direct 
| mail campaign built around an ad- 
vertising specialty. In this promo- 
| tion, the specialty is a colonial spice 
rack, fully fitted with a dozen bottles 
of spices, a standard item from John 
Wagner & Sons Inc., Hatboro, Pa. 

There were a couple of touches, 
however, which took the campaign 
out of the ordinary. First was the 
method of sending out the gift. In- 
| stead of wrapping it all up in one 





Piquant Mailing . . . Each jar of the set 
has been given its special name, which 
carries a plug for Ross Roy services. 





package, the unit was turned into 
a series of 13 mailings. Number one 
in the series was the rack and a 
single jar of spices. Subsequent 
mailings, about 10 days apart, con- 
sisted of a single jar, while the final 
mailing had a recipe book, “The 
Spice Sampler,” by Edith M. Bar- 
ber. Each was accompanied by a 
letter which picked up the charac- 
teristics of the particular spice to 
dramatize one of the virtues of Ross 
Roy service. 

A second touch which distin- 
guished the campaign was the de- 
velopment of a special set of labels 
for the spices. The regular label was 
replaced by one printed specially 
for this campaign. As an example: 
“Creative Ginger. Stir plenty of this 
pungent spice into every advertis- 
ing dish. Piques the prospect’s 
palate. A must!” 


> The object of the mailing was, of 
course, to create an opportunity for 
the agency to make presentations 
to prospective clients. To make sure 
that no prospect would wait until 
the end of the campaign before call- 
ing, just to make sure he got a com- 
plete set of spices, each letter in- 
cluded an offer to hand-deliver the 
remaining jars to any executive 
who couldn’t wait. An offer of a set 
of standard labels was also made. 
The campaign has gone, accord- 
ing to the company, to more than 





1,000 selected advertising and sales 
executives, in 325 different adver- 
tisers. The agency’s mailing depart- 
ment has taken care of the physical 
handling of the series. 


Gimmick Feature Added 
To Standard Specialty 


The standard, unglamorous key- 
case specialty has been pepped up 
with a “do-it-yourself” angle by 
Brown & Bigelow, St. Paul, Minn. 

The recipient is given six small 
parts which, when assembled, be- 
comes (of all things) a key case. 

Average time for building the 
key cases was worked out by ac- 
tual tests, and goes as follows 


® Average Assembly . . . 3.8 min- 
utes 


@ Slow Poke Variety .. . 
than average 


If you beat the 3.8 time test, you 
receive a PhK (Doctor of Key 
Kases). 

The “Kwik-Key Key Kase” fea- 
tures the company’s’ exclusive 
plastic, “Remelon,” a patterned 
material which can be imprinted. 

Complete information is avail- 
able from the company. 44 


Contest Handling Service 
Outlined in FCA Booklet 


The fun and problems of a contest 
plus a service that insures a smooth 
promotion are described in a well- 
planned booklet from Fulfillment 
Corp. of America, Marion, Ohio. 

The booklet outlines services, 
starting with reaching the right 
prospects to “ironing out the bugs” 
to checking out the winners. 

A clever series of photographs 
and captions showing a typical con- 
tester in varying stages of trying for 
a boat, island, etc., enlivens FCA’s 
fact-filled booklet. 


+ + for more details circle 804, page 123 


Ah, Youth... 


Novel Premium Ideas 
Offer Fun For Kids 


Two of the most creative premium 
ideas to enter the field recently are 
based on “fun for the young”... 
even if it’s only in spirit. 


Flip Colorful, converti- 
Lids ble and crazy... 

these hats can be 
worn inside out or upside down and 
are guaranteed to fit any shape head 
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Or these fine gift lights: 


(a) New 303 Sportsman® Lantern with sealed 
beam plus red signal flasher that swivels in 
all directions. Retail value, $12.40. (b) S22F 
Sportsman® Flashlight has three-position 
lock-type switch, signal button, ring hang- 
er, knurled chrome case. Retail value, $1.95. 
(c) Z53R Woodsman® Searchlight has 
chrome-finish five-cell battery container; 
case has ring hanger; can be imprinted 
with your company name. Retail value, 
$3.95 (includes imprinting). (d) P20 Pen- 
light has convenient slide switch, durable 
pocket clip, room for imprinting your com- 
pany name (imprint included in price). Re- 
tail value, 89¢. (e) 398 Hunter® Lantern 
has aluminized 3” spot reflector to give 
long, piercing beam; switch and flasher 
button on handle. Uses flashlight or lan- 
tern batteries. Retail value $4.95. 


RAY-O-VAC COMPANY 


Dept. 228, MADISON 10, WISCONSIN 
A Division of The Electric Storage Battery Company 


THE 
GIFT 
THAT'S 
LOADED 
WITH 
V.1.P. 
APPEAL 


New Ray-O-Vac 
Sportsman® Lantern 
doubles as floodlight 
and spotlight; head 
swings more than 
180° to throw power- 
ful spot. Handy 
switch beneath 
carrying handle, 
rainproof platform, 
chrome steel 
throughout. Retail 
value, $8.95. 


= 


ae 


RAY-O:VAC 
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FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 

SIGNS 


signs of 
success 


WiKi 


Knexvilie, Tennessee 


DIMENSION 


3 Dimension ideas 
with a 2 dimension 
budget? Call your 
Screen Processor! 


Put Punch in Point-of-Purchase 
POINT OF PURCHASE COMMITTEE * SPPA 


ok PLASTIC DECALS / 


Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


Factory to You! 
*Tackers *Real Estate ° Traffic Control 
*Circies * License Plate * Steel * Aluminum 
32 Ga.te 14 Ga. * All Sizes, Shapes, Colors 


MANUFACTURING CO. 


THE 
725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


i i i i i i i i i i 


Going to run a contest? 


See ar for September. 
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— flat, square, pointed, etc. — or 
any size. 

It is made of impregnated paper 
in a honeycomb, expandable design 
and is available in a variety of col- 
ors. It retails for 98c. Standard 
trade discounts are available in 
quantity orders. 

Additional information can be ob- 
tained from Hats Inc., 79 W. Mon- 
roe St., Chicago. 


Meet The Crawitrak! . . . The young 
commander halts his Crawltrak tank and 
signals for his troops to advance. . . 
ingenious new toy from Crawitrak Inc., 


St. Louis, rolls like a tank from “‘child- 
power.”’ 


So 


The New 


A miniature army 
Crawiltrak 


tank with an in- 
genious design that 
makes it roll like a tank because of 
the young soldier crawling inside. 
It is made of a one-piece band of 
corrugated fiberboard, scored for 
flexibility and printed in red, white 
and blue. It measures 7’8” in cir- 
cumference, 23” in width. 

Crawltrak can be used on grass, 
concrete, floors, rugs, and over low 
obstacles such as logs, sandboxes, 
sleeping mothers, or the family cat. 

It cannot scratch furniture or 
floors, and rolls up — when not in 
action — for easy storing. Priced at 
$1.98, retail, the complete Crawltrak 
unit includes 2 paperboard “Crawl- 
trak Commander” helmets. 

Complete information is available 
from Frank Block Associates, 212 
N. Kingshighway, St. Louis 8. 


Miniature Gold Initials 
Adhere Without Stamping 


Dealer monogramming via raised 
gold initials that are instantly self- 
adhering has been introduced by 
the Hollis-Hudson Co., New York. 

The miniature “Mono-Craft” in- 
itials are made of DuPont Mylar, 
precision die-cut, and will adhere 
permanently to any flat or curved 
surface of leather, plastic, wood, 


metal, glass, cloth, paper, or cera- 
mics. 

They are designed to give a con- 
toured, “raised” effect. A 3-initial 
monogram will cost a dealer ap- 
proximately 444c. 

A four-color display unit with 
1200 initials is available for $18. 

Complete information can be ob- 
tained from Hollis-Hudson Co., 949 
Broadway, New York 10. 44 


Two-Color Ad Imprints 
Developed for Balloons 


New selling color for balloons 
has been introduced in the two- 
color ad imprints available from 
Eagle Rubber Co., Ashland, Ohio. 

Developed for sales messages or 
logos, the new service features eye- 
catching colors and closely regis- 
tered imprinting. 

Complete details are available 
from the company. 44 


Book Match Advertising 
Boosted in Booklet 


The advantages book match ad- 
vertising offers its users are de- 
scribed in a mailing piece from 
Diamond Gardner Corp., Spring- 
field, Mass. 

In addition to listing specific ad- 
vantages of the book match in ad- 
vertising, the booklet also suggests 
various ways in which the adver- 
tiser can distribute them, includ- 
ing: 


® general distribution 
® direct mail 
® salesmen and dealer giveaways. 


Three promotion case histories, in 
which book match advertising was 
used, are also included in the Di- 
amond booklet. 

+ for more details circle 805, page 123 


Kusan Toy Catalogs 
Offer Bright Young Ideas 


A line of ingenious lures for the 
young set are illustrated in catalog 
sheets from Kusan Inc., Nashville, 
Tenn. 

All of bright, colorful plastic, the 
toys range from a variety of new 
“Jack-in-the-boxes” to block trains 
blocks and an assortment of guns 
covering every occasion from duel- 
ing to “straight draws” or boom- 
erangs. 

Also included in the line are mu- 
sical toys and puppets. 

Catalog sheets are available. 

+ + for more details circle 806, page 123 





“Watch the cost on this job” .-- phrase you're 
hearing more and more today: With postal rates 
and production costs going UP; advertisers and 
their agencies are more dollar conscious. 
What’s the answer? Specifying Cellupaque, the 
newest of Allied’s lightweight sheets, On book- 
lets, sales manuals, directories, stuffers, package 
inserts, and similar material, can mean sub- 
stantial savings in mailing and production. 
Cellupaque’s pright-white appearance...its 
high opacity .--its printability...will assure the 
promotional effectiveness you want in addition 
to offering a solution to your budget problems. 
Specify Cellupaque on one of your next booklet 
or promotional pieces. 


COMPARE 


...8ee how th 
ve selecti 
ing thees on of Allied’s 
rample b s Cellu 
elow res pa 
ie ie low resulted in ee 
ae US Savings 


128-page F 60 Ib 
BOOKLET or CATALOG Average Uncoated 


8% x 11°—-TW Of 
. om ere) fset 
CORO! ot gage $17.60 


35 Ib. 


$7,387.78 


, 


50,000 — Booklets, 60 Ib. St $1,879.17 
. . Stock—13 ( 
50,000—Booklets, 35 Ib. S 02. @ Sc (Bulk) $2,000.00 

- Stock—8 oz. @ 5c (Bulk) 





...long experience in lightweight paper quality 


Allied’s fifty-four years of experience in lightweight paper 
manufacture is well recognized by the publishing industry, 
where millions of tons are used every year. Today, the ad- 
vertising and printing fields are seriously and more frequently 
considering greater use of lightweight papers...specifically 
the quality sheets of Allied. 


Included in the line with Cellupaque are: 


IMPERIAL BIBLE--A moderately priced white sheet having 
high opacity...assures quality printed results on sales 
manuals, stuffers, inserts, and catalogs. 


BRITISH OPAQUE An inexpensive, cream white sheet with 
excellent strength, and runnability...ideal for directories, 
manuals, price lists, etc. 


Write today for your free portfolio of Allied’s....°*CASE HISTORIES OF THREE ALLIED LIGHTWEIGHTS"’ 


Consult with your printer on 


Allied’s complete line of preferred printing papers 


for all types of advertising material 


UNCOATED OFFSET 
Custom Offset 
Lithobulk Offset 

Solar Offset 

Forester Offset 


UNCOATED LETTERPRESS 
Typobulk Eggshell 

Climax EF & Eggshell 

Solar EF & Eggshell 

Forester EF & Eggshell 


DUPLICATING PAPERS 
Northbrook Bond 
Northbrook Duplicator 
Northbrook Mimeo 
Permaflex Ledger 


COATED 

Cellugloss Offset Enamel 
Celluprint Enamel 
Cellufold Offset Enamel 
Imperial Enamel 
Imperial Offset Enamel 
Velour Enamel 

Velour Offset Enamel 
Cellufold Litho C1S 
Cellugloss Litho C1S 
Imperial Litho C1S 
Monarch Litho C1S 
Comet Colored Enamel 


LIGHTWEIGHTS 
Cellupaque 
Imperial Bible 
British Opaque 


ALLIED PAPER CORPORATION 


KALAMAZOO ° 


MICHIGAN 


LITHOGRAPHED ON 354¢ CELLUPAQUE 





the future of 


Dlastice 


Dackagin 
Aging 


A supermarket executive takes a look at the role 


that plastic materials are playing in merchandising food, 
and points out where their future must lie. 


By Lyle Powell Jr. 
Packaging Coordinator 
Jewel Tea Co. 
Melrose Park, Ill. 


Plastic containers and films are 
no newcomers to the chain store or 
supermarket food business. Probab- 
ly the best known product, use- 
wise, and in length of time, is cello- 
phane, which, besides being a pro- 
tective medium, also introduced 
transparency to packages — a qual- 
ity heretofore only available through 
the use of glass containers. 

Now, for the first time, the cus- 
tomer could see and feel what she 
was buying before she used the 
product in her home. Manufacturers 
could show off their products to the 
consumer where it was advanta- 
geous to do so. 

Today, many years after the ad- 
vent of flexible transparent pack- 
aging, we have admittedly come a 
long way. Scores of new films and 
combinations protect and enhance 
the food on our shelves. Use of 
rigid and semi-rigid plastic con- 
tainers is in the ascendency. At this 
point, many of us might be inclined 
to sit back and congratulate our- 
selves on the tremendous job we 


This article is adapted from a speech de- 
livered before the American Management 
Assn.’s Special Plastic Packaging Confer- 
ence, New York. 


have done in a relatively short peri- 
od of time. 


> The truth of the matter is that we 
are just beginning a revolution in 
the use of plastics in food packaging 
which knows no bounds. 

Chains, and my own is included, 
are generally very favorable to the 
use of plastics for food packaging. 
Advantages to their use are lack 
of weight and bulk, clarity, rela- 
tive non-breakability, easy price 
marking and a generally decreas- 
ing cost to the user. Add to these 
“plus” features the consumer’s in- 
creasing interest and the acceptance 
of food items packaged in plastics 
and you have an extremely favor- 
able climate in which to expand. 

The main disadvantages to the 
use of some plastics are poor print- 
ability, poor resistance to heat and 
cold shock and stress, the fact that 
they seem to attract dirt and the 
fact that they can’t be sterilized 
satisfactorily after a product has 
been filled into them. 


> Let’s break down a typical chain 
operation to five main areas—meats, 
produce, bakery, dairy and deli- 
catessen, and dry groceries. 

I am sure we all are pretty well] 
acquainted with the fantastic 
changes in buying habits of the 
American consumer when prepack- 
aged meats were introduced by the 


chains. The local butcher shop has 
gradually faded out of the picture 
as a major factor in the meat busi- 
ness. Most women, at first, resisted 
the chain’s prepackaged meats, but 
today it would be hard to get any 
of them to go back to the slow 
“cut-to-order” type of operation. 

Many chains are experimenting, 
if not using rigid plastic for ground 
meats, chops, stew meats and ba- 
con. A customer wants to see what 
she is getting on the underside of 
a cut of meat as well as on top. 
Most shoppers still don’t trust the 
butcher completely, so the day we 
can eliminate use of paper-board 
trays and give her meat package 
she can see through on all sides, 
we will have licked a major prob- 
lem in meat pre-packaging. 

Of course, rigid plastic trays must 
be competitively priced, easy to 
handle, sturdy and be able to per- 
form equally well in all the func- 
tions that the porous or waxed pa- 
per tray will. Progress is being 
made along these lines but slowly. 


> Produce runs a close second to 
meats, although prepackaging is not 
as universal on all types of produce 
as on meats. 

Our modified prepackaging en- 
tails putting the bulk of the pro- 
duce in transparent bags or wraps 
in one or two convenient sizes, with 


a small bin of each kind of bulk 
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produce next to the packaged item 
to satisfy those who still want to 
select their own. In so doing, they 
speed up their shopping and develop 
confidence in the merchandise of- 
fered for sale. 

Prepackaging at terminals or 
source is much more economical 
and many packers are gearing with 
automatic equipment for this type 
of operation. Here tight control to 
packaging specifications and quality 
must be adhered to. The chains’ 
chief source of complaint of source 
prepackaging is loss of identity of 
the package in the store. Because of 
the many and varied growing areas 
for similar produce items, too many 
brands are introduced to the con- 
sumer in the course of a year and 
this tends to confuse her. 

Rigid trays and baskets which al- 
low the consumer to see all around 
the bag of berries or tomatoes have 
come into wide use and this appli- 
cation is being expanded to other 
perishable items. Peaches, pears, 
nectarines and grapes are examples. 
Here again the right quantity to 
package becomes a perplexing fac- 
tor. 

Produce packaging is now the 
largest single market for poly- 
ethlyne film, accounting for about 
one-third of the film produced in 
the United States. It is estimated 
that by 1960 that 85,000,000 pounds 
will be used for fresh produce. The 
use of plastics, rigid and flexible, 
in produce packaging is an expand- 
ing market and will be even bigger 
when source prepackaging gains 
momentum. 


> It is my belief that in the bakery 
department lies one of the largest 
new uses of plastics in the food 
business. Consumers would like to 
buy their baked goods where they 
do the rest of their shopping—at 
their chain—but they don’t. Simply 
because quality-baked goods are 
not available in most chain stores. 


Flexible packaging for pastries 
must possess extreme clarity, visi- 
bility from all sides, and flexibility 
so that the consumer can feel the 
freshness. It must be economical as 
well as protective. Rigid plastic 
trays and boxes must possess eye 
appeal and rigidity. The over-all 
package should be functional so 
that the consumer will be able to 
understand, open and use it easily. 
The “home spun” feel must be 
there. And the package must not, 
under any circumstances, have a 
commercial look. 

Standardization on a small num- 
ber of boxes and trays, sizes and 
types of films produces or begets 
the commercial look and consumers 
will not buy quality items pack- 
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aged in this manner. There have 
been very few new ideas from the 
machinery or plastic manufacturers 
themselves to help the chains to ac- 
complish the non-commercial look. 
What is needed is consolidated re- 
search which will be of help to all. 
Prepackaging at the immediate 
source is the solution, but for the 
time being the problem appears in- 
soluble. 


> In the dairy and delicatessen field, 
the use of plastics has proven a tre- 
mendous sales stimulus. My compa- 
ny was one of the pioneers in in- 
troducing ice cream packed in re- 
usable molded polyethylene contain- 
ers. The idea caught on and was 
later used for gelatin salads. 
Though the ice cream packed into 
this type of container cost more 
than the conventional paper car- 
ton, the consumer felt it was worth 
it because of the reuse feature and 
the fact that she could see what 
she was buying. The appetite ap- 
peal of the actual product was su- 
perior to that of the illustration on 
the paper board carton. 

Time has brought about many 
changes. In our operation, the round 
molded polyethylene container for 
ice cream went to vacuum formed 
polystyrene in a rectangular shape 
in 1957. This afforded our stores 
one-third more product in the same 
case area and also enabled the con- 
sumer to store the ice cream in her 
freezer more conveniently. Now, 
rectangular containers molded from 
high-impact polystyrene are being 
tested. Shattering in the case, stress 
cracks and poor enclosure features 
have plagued us from the start. 
What is needed is a new trans- 
parent material which will with- 
stand shock and handling at below- 
zero temperatures. 

Polystyrene containers for gela- 
tin and prepared salads and some 
dairy items are generally doing ex- 
cellent jobs and have tremendous 


consumer acceptance. The visual 
appeal of these impulse items does 
the selling job. Improved printing 
techniques have enhanced the over- 
all package by presenting label in- 
formation on the polyethyne lid in 
an attractive two or three color 
manner. 

Sliced cheeses gas-packed in 
transparent films have been a 
“boon” to the housewife from the 
convenience angle. Speed of con- 
sumer selection has also been in- 
creased as well as turnover in the 
store. Shelf-life too has been in- 
creased. We are now prepackaging 
in transparent nitrogen packs, 
wedges and irregular shaped cuts 
of cheese in various varieties. This 
is done at one central source. The 
finished package has better shelf- 
life than those cut and packaged at 
store level. The odd-shaped pack- 
ages have the “home spun” feel we 
talked of earlier and are reminiscent 
of the “good old days.” 

Eggs have always presented mer- 
chandising problems. Most egg car- 
tons today are pretty drab affairs. 
Certainly, they do little to stimu- 
late the consumer to buy. If a con- 
sumer wants to get a look at the 
eggs inside, it is almost impossible 
for her to open the box without 
breaking a seal or opening several 
locking devices. Breakage is an- 
other serious problem which the 
consumer and chains are faced with. 

Realizing all of this, five years 
age we started to develop with sev- 
eral of our suppliers an all plastic 
two-piece egg carton. The develop- 
ment problems were many and 
varied, but for the past year, we 
have been marketing’ superior 
Grade “A” eggs in a vacuum formed 
polystyrene carton. The top half, or 
lid, is transparent; the bottom, a 
deep blue color to show off the 
whiteness of the egg. The cost of 
the carton is now roughly twice that 
of the conventional paper board 
cartons. 


We decided to add the additional 
carton cost to the retail selling 
price and therefore agreed that we 
must pack an extremely high-grade 
large white egg into it. Consumer 
reaction has been favorable. She 
can see at a glance that she is buy- 
ing superior merchandise in perfect 
condition and does not resist the 
three to four cent a dozen price in- 
crease she pays over our other 
Grade “A” eggs. Labeling informa- 
tion is printed on the clear lid in 
deep blue. 

The carton is sealed with me- 
chanical locking devices punched 
into the sealing lip. Code and ex- 
piration dates are embossed into the 
lid at the sealing lip. The finished 
package seems to have many ad- 





HOW 
ABOUT 
YOU? 


Do you know that many cancers 
can be cured if detected early? 
That an annual health checkup 
is your best protection against 
cancer? 


Are you giving yourself this 
big advantage? Or are you 
taking chances with your life 
because of foolish attitudes 
about cancer like these? 
DON’T 
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Fear keeps 
some people 
from even learning cancer 
facts that can save their lives. 
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Checkups help to detect cancer 
in its “silent” stage before you 
notice any symptom. 
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for the protection 
of your health can 
ven mean years of life. 


Millions of Americans have 
made an annual checkup a 
habit... for life. How about 
you? 
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vantages: Visibility, eye appeal, 
novelty, reuse and, most important, 
control of breakage. 

Because of the basic design con- 
siderations, vacuum molding pro- 
duced an excellent protective pack- 
age—over-all rigidity where neces- 
sary—and flexibility at points where 
cushioning was important. We have 
had printing and closure problems, 
but these are gradually being re- 
solved. Currently, the item is on 
test in 45 stores, mainly because we 
cannot find a large enough source 
of the quality eggs we want to pack. 
This is being remedied and will be 
chain-wide shortly. As develop- 
ment costs are paid for and pro- 
duction increased, we expect to buy 
cartons at a more favorable price. 
We will then consider expanding 
the operation to other grades of 
eggs. 

The next item I want to mention 
in the dairy section is milk. The 
chains and consumer alike shouted 
a big “Hurrah” when the glass milk 


bottle was replaced by a waxed pa- | 
perboard carton. Gone was break- | 
age, returns, bulk and weight, but— | 
alas—today we are plagued with | 
the “leaky carton.” I am confident | 
someone somewhere is working on 

a plastic non-returnable container | 


for milk—won’t you please hurry? 


> If by going to a plastic package | 








a food manufacturer can reduce | 
weight, reduce handling (such as | 
on returns), reduce breakage and | 
especially reduce costs without af- | 
fecting the quality of his product, | 
the supermarkets of the nation will | 
welcome him with unbounded en- | 


thusiasm and support. 


Though the industry is a rela- | 


tively new one, it is time that co- 
operative effort for the common 


good be the key-note. In its striv- | 
ing to come of age, it has gone off 

on so many tangents that a poten- | 
tial user is staggered by the choices | 
he has. Through consolidated re- | 


search which will help the end 


users and close cooperation with | 
machinery manufacturers, many of | 


the “impossibles or improbables” 
in our minds today will be on the 
store shelves and consumer’s kitch- 


en tables tomorrow. 44) 


Avery Catalog Shows 
Pressure-Sensitive Line 


A variety of self-adhering labels 
is described and illustrated in a new 
catalog from the Avery Label Co., 
Monrovia, Cal. 

Also included in the catalog is the 
company’s line of labeling and dis- 
pensing equipment. 

- « for more details circle 801, page 123 
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They buy the lowest 


cost advertising you can get! 


Take full advantage of the 
effective medium your package- 
wrapped products offer. 
‘Personalize’ your protective 
papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
more than plain papers — 
carries your brand name identity 
to vast new audiences and has 
powerful sales impact. 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thilco protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 
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] ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufacture 
— come in 19 standard base 
colors from which to choose. 


Write for 
sample kit 
of PRINT 
DECORATED 
Thilco 
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New York ¢ Chicago * Detroit * Minneapolis * Cincinnati 
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Don’t Forget the 


Paper Container 


It may be an old stand-by, but 
if you let familarity breed con- 
tempt, you may lose out on the 
many positive features of the pa- 
per container for foods. 


Good advertising alone isn’t al- 
ways enough to move merchandise 
in retail outlets. Too much depends 
on the effectiveness of the package 
at the point of purchase. This is 
particularly true in supermarkets. 

But can a relatively small manu- 
facturer afford to package his prod- 
uct as well as his big-volume com- 
petitors? He needs a better pack- 
age, if anything, since he has to 
overcome the impact of heavy com- 
petitive advertising. 

An increasing number of compa- 
nies are using round nesting paper 
containers. Their aim is to do a first 
class point-of-purchase selling job 
inexpensively, making use of a con- 
tainer which also will protect a 
surprisingly wide variety of prod- 
ucts. 

This came to light in a survey, 
conducted recently by the Paper 
Cup and Container Institute, of 
hundreds of packages used by in- 
dustries selling through supermar- 
kets. The survey was restricted to 
meat, frozen foods, candy, ice cream 
and other dairy products, sea foods, 
and specialties; but the principles 
uncovered apply equally well to 
many products that have to sell 
themselves at retail with little or 
no help from clerks. 


> Dannon Milk Products Inc., is one 
of the more spectacular examples 
of how a small producer used pa- 
per containers to boost his sales. A 
few years ago, the company was 
producing yogurt—a cultured milk 
food of custard consistency—with 
an annual volume of about $10,000. 
Current annual volume is about 
$3,000,000. 

Key to this growth was Dannon’s 
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shift from deposit glass to single- 
service paper containers. This per- 
mitted the company to lop 75% off 
its shipping costs and made possi- 
ble a great increase in the area 
of profitable distribution for yogurt. 
Equally important, paper contain- 
ers gave Dannon an excellent op- 
portunity to merchandise yogurt on 
the containers themselves, now 
printed in two-color combinations 
with contrasting lids. Like many 
other manufacturers selling through 
retail stores, Dannon uses a differ- 
ent color for each flavor, with a 
common design and a dominant 
brand name for easy identification. 

This quick-recognition factor is 
vital in a crowded case where the 
product usually has but a split sec- 
ond in which to catch the hurried 
shopper’s eye. A few more seconds, 
in which the package is inspected 
and read, and the decision to keep 
or reject is made. 


> Round nesting containers make 
it easy for the shopper to decide in 
favor of buying in seven ways: 


1. Merchandising on the package 
s One of the most important 
sales advantages of the paper con- 
tainer is that it takes color and 
printing so well. It can shout a 
brand name in brilliant color, or 
suggest conservative quality by use 
of subtle colors and typefaces. 

The lids and slides of round nest- 
ing containers offer an ususual eye- 
impact area for powerful merchan- 
dising. Moreover, the information 
or sales message is not destroyed 
once the container is opened, but 
continues to be effective until the 
product is used up. 


2. They are more visible . . . Look- 
down into the frozen food cabinet, 
the round container stands as a 
circular island, visually separate 
from the packages next to it. These 
containers stack and stand well in 
the case, and they are less likely to 
be covered up by other packages. 
Consequently the brand name gains 
greater display and prominence. 


3. Containers remain in good con- 


For Delicate Products . . . Even such a 
hard-to-package item as honey can be 
handled in paper containers. 


Variety in Design . . . The same product 
is handled three ways by three packers. 
A two-color poster effect on the left; 
a panel with product uses on the cen- 
ter; and an over-all pattern that as- 
sures identification. 


Room for Art . . . When art can illus- 
trate the product better than the prod- 
uct itself, you can use opaque lids. 


To See the Product . . . Where sight 
adds to attraction, a plastic lid or a 
window lid can be used. 


Line-Building Design . . . Name and in- 
gredients are all that change in these 
lids. Color could also be used for iden- 
tification without losing family resem- 
balance. 





dition .. Many frozen food proc- 
essors in field tests have watched 
shoppers reject brands which were 
frosted over or stuck together, con- 
ditions largely avoided with round 
nesting containers. A frosted-over 
package, of course, loses attrac- 
tiveness, and sales messages lose 
their impact. 

The fact that round nesting con- 
tainers are made of heavy material 
and have surface coating suitable 
to the product give the shopper a 
sense of security about problem 
foods such as those which are juicy 
when defrosted. The package also 
promises convenience, since the 
housewife knows from experience 
that the lid can be replaced on the 
container for storage if the food is 
not entirely consumed. Opening the 
round container in the first place, 
with its various types of snap-in, 
snap-over and cover-all closures, 
has a simplicity and convenience 
about it which does its part to en- 
courage repeat purchases. 


4. Size and shape advantages ... 
Round nesting containers have a 
greater range in size than most 
other types of food containers, with 
stock sizes running from 3 to 170 
ounces. Processors thus may give 
the shopper exactly the size she 
desires. 

A wide choice of container sizes 
may also enable a processor to se- 
cure price advantage in hotly com- 
petitive fields, since the amount of 
the product offered can be tailored 
to fit the price which the consumer 
is most likely to pay. 

The shape of the container is in 
itself a sales aid. Varying from 
squat to tall, these containers not 
only are likely to be the most in- 
teresting shapes in the cabinet, but 
are easy to pick up and hold. 


5S. Showing the Product . . . Proc- 
essors of some types of food find 
competitive advantages in showing 
the product to the shopper in the 
package. Round nesting paper con- 
tainers using transparent plastic 
lids or window lids increase im- 
pulse buying of the food without 
weakening the structure of the 
package. 


6. Product Identity . . . This type of 
container helps to establish a clear 
product image when used for an 
entire line, many processors find. 
Packaging colors or even typogra- 
phy can be changed for each food 
or flavor, yet the distinctive shape 
of the package helps to identify the 
whole product line for the con- 
sumer, and thus the line can do 
its selling job as a unit. Sizes with- 
in the line can be varied without 
any loss of family identity. 


> For anyone introducing a new 
product, round nesting containers 
offer another kind of merchandis- 
ing flexibility. In the beginning, the 
company can use stock containers, 
often with stock imprints at no ex- 
tra cost for many standard prod- 
ucts. As sales grow, the company 
can change to specially imprinted 
lids at little cost, and when the time 
is right for full-scale merchandis- 
ing the containers can be imprinted 
with artwork and color to suit sales 
requirements. The same basic pack- 
age identity can be _ retained 
throughout the product’s growth. 

In production the same degree of 
flexibility applies to the processor. 
Containers of this type are easy to 
fill, whether by hand for small pro- 
duction or by high-speed ma- 
chinery. The wide-open mouth and 
relative tallness and sturdiness of 
these containers prevent spilling 
and sloshing in filling. Capping pre- 
sents no problems, and once done, 
the packaging operation is com- 
plete without additional adhesives, 
heat-sealing or over-wrapping. This 
means that round nesting paper 
containers are the least expensive 
and most efficient method of pack- 
aging for many products. 

A variety of packaging finishes 
is available from which one can be 
selected to suit the product. Frozen 
products for consumers to “heat 
and eat” can be readily packaged 
in plastic-coated containers that 
withstand oven-baking at 350° for 
more than an hour. Both plastic- 
coated and heavy-duty waxed con- 
tainers provide imperviousness to 
transmission of moisture and vapor 
needed to protect foods or other 
products in long storage. 


> For the small or the regional 
packer, round nesting paper con- 
tainers are worthy of serious con- 
sideration as a low-cost, trouble- 
free packaging method that com- 
bines good physical protection for 
the product with excellent mer- 
chandising potential for helping it 
sell itself at the point of purchase. 

44 


Clark Introduces New Cap 
For Aerosol Containers 


A new type of overcap for aerosol 
containers has been introduced by 
the J. L. Clark Mfg. Co., Rockford, 
Ill. 

The new cap is called the 
“Spring-Grip,” and features an ex- 
clusive internal spring clip which 
grips the aerosol can securely but 
permits it to be removed easily. It 
is designed for application to any 
aerosol container without making 


modifications in the can _ itself. 

In addition to providing more 
flexibility in graphic design of the 
aerosol containers, the “Spring- 
Grip” will provide more effective 
stacking and packing of aerosol 
containers. 

First application of its use was 
seen at the recent AMA Natl. Pack- 
aging Exposition on the Helene Cur- 
tis Spray Net cans. 44 


Union Multiwall Bags 
Store Liquids Safely 


A new multiwall kraft bag for 
storing liquids and chemicals safely 
has been introduced by Union Bag- 
Camp Paper Corp., New York. 

In a folder entitled “What! ...a 
multiwall bag as tight as a drum?”, 
the new Uniseal bag is described as 
being able to lock liquids in... 
moisture out! 

It is constructed with a polyethyl- 
ene-coated inner wall which is 
completely heat-sealed inside at the 
seam and bottom closure. The inner 
liner is an integral part of the bag 
by being extruded on aluminum 
foil, then laminated to kraft. Or it 
may be a single layer of polyethyl- 
ene extruded directly on kraft de- 
pending on the type and degree of 
barrier protection required. 

A series of illustrations in the 
folder show a test being made on 
one of the bags and the proper steps 
necessary for sealing the bags 
against leaking or moisture. 

- for more details circle 814, page 123 


New Frozen Food Pack 
Avoids Overwrap 


A new carton for frozen foods 
that eliminates the necessity for an 
overwrap has been announced by 
the Kieckhefer-Eddy Div., The 
Weyerhaeuser Co., Chicago. 

The properties of the new pack- 
age, given the trade name “Polar- 
pac,” are based on the use of a new 
food board which retains its flexi- 
bility at low temperatures, a cold 
water wax which gives increased 
protection, and an adhesive which is 
applied at room temperature and 
which welds the two surfaces to- 
gether. 

According to the company, the 
total cost of the pack, as delivered 
to the store, is less than the current 
plain board with printed overwrap. 
The new carton can be printed on 
all six surfaces, has a built-in open- 
ing device, and stays sealed at tem- 
peratures as low as 50° below zero. 

A descriptive folder is available. 

+ » « for more details circle 815, page 123 
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A bold companion to Craw Modern: 


American Type Founders’ Craw Modern 


Bold 


Drawn by Freeman Craw, designer 
of award-winning printed pieces, 
this forceful, tasteful new typeface 
has a touch of modern Americana 


that combines at once an incisive 


directness with a curvated quality 


which results in a balanced effect. 
Specimen sheets of Craw Modern 
Bold are available from American 
Type Founders, Elizabeth, N.J., or 
from your nearest ATE type dealer 


who will stock it from 8 to 72 point. 





—Illustration from the Diderot Encyclopedia of Trades and Industry 


When Max Factor wanted to add 
a new touch of high style to its 
advertisements, it asked a de- 
signer to produce a new face 
which gave the desired effect. 
Here’s the story of one of the 
few custom made letters. 


By Phil Seitz 


The new typeface, Max Factor 
Roman and Max Factor Italic, 
which made its first public appear- 
ance in June Harper’s Bazaar, rep- 
resents the culmination of several 
Max Factor & Co. objectives. 

Initially, the development of the 
typeface was launched when Nelson 
Gross, director of U.S. advertising, 
presented the company’s agency, 
Kenyon & Eckhardt, with a chal- 
lenge. Mr. Gross pointed out that all 
high-fashion ads, and in particular, 
cosmetic ads, while being distinct in 
art treatment and format, were gen- 
erally very similar typographically. 

He felt that too often an exciting 
copy theme became a typographic 
cliche on the printed page. As a 
result of this conviction, Joel Har- 
vey, production manager of Kenyon 
& Eckhardt, was asked to follow 
through with the idea of designing 
a new typeface. Mr. Gross asked 
that the change be based on a criti- 
cal analysis of typography now be- 
ing used for high-fashion advertis- 
ing. 

Having this objective, it was fur- 
ther decided that if a new typeface 
was developed it should be intro- 
duced as early as possible in 1959, 


because this is Max Factor’s golden 
anniversary year. 


> The belief was that a properly 
designed typeface would set Max 
Factor ads apart from other high- 
fashion advertisers, thus providing 
a means of obtaining greater com- 
pany identification during the im- 
portant anniversary year. 


Mr. Gross set up two require- 
ments for the desired new type- 
face: 


1. It would be known as Max Fac- 
tor. 


2. It would be for the exclusive use 
of Max Factor during its golden an- 
niversary year, but made available 
to all advertisers in 1960. The 
thought here was that the contribu- 
tion of the type would in effect 
represent the appreciation of Max 
Factor for fifty successful years in 
business. 


The first step was to determine 
if a new typeface were needed, and 
the degree of improvement that 
could be made. This determination 
was made through study and analy- 
sis of all types of high-fashion and 
cosmetic ads. Here, the objective 
was to find what typefaces were 
being used currently, and their ef- 
fect on the over-all appearance and 


mood of the ads in which they were 
used. 


> Three general conclusions were 
reached: 


1. The majority of art directors de- 
signing high-fashion advertisements 
appear to favor a typography set on 
a wide random measure. The wide 
measure accomplishes an esthetic 
over-all appearance, but creates eye 
fatigue for the reader, based on the 
construction of the letter form of 
the more widely used typefaces. 


2. Art directors, in an effort to es- 


MAX FACTOR ROMAN 


BY ALBERTO TALLONE OF TURINO, ITALY 


ABCDEFGHIJ KLMNOPQRSTUVWXYZ 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz 
$12 34567890 


ABCDEFGHI J KLMNOPQRSTUVWX YZ 
abcdefghijklmnopqrstuvwxyz 
$1234567890 


Layout & Typography * 75 





DECISIONS 
for 

materials and 

services used 

in 


PRODUCTION 
PROMOTION 
MERCHANDISING 
are made by 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


Aan ote Sear 


SC ere ROR Ewes estes ete) 
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tablish an atmosphere of sophistica- 
tion in high-fashion ads, quite often 
resort to a sans serif typeface, cre- 
ating a hard and mechanical look 
for the over-all ad. 


3. The solution to the problem ap- 
peared to be one of designing a new 
face, or incorporating within a bas- 
ically established type design, char- 
acteristics of weight and shape that 
would typographically contribute a 
look of femininity as well as sophis- 
tication. 


> The next question was: “What 
does a sophisticated and feminine 
typeface look like?” To determine 
the answer, a study of nearly 500 of 
the 2,000 or more cataloged faces 
and styles was undertaken. Women 
in 33 key metropolitan areas in the 
U. S. were interviewed in depth. 
The women were chosen on a cross- 
section of income and age. Given 
short passages of many different 
type styles to read, the women came 
up with reactions from which the 
following conclusions were derived: 


1. Slightly expanded letter forms of 
a tapered construction and medium 
to light weight indicate delicacy to 
a woman. 


2. Letters with long descenders and 
high ascenders seem to denote so- 
phistication. 


3. Letters with straight serifs, or 
slab serifs, were regarded as too 
formal and seemed to indicate a re- 
lationship with banking or law. 


From the mass of facts and con- 
clusions it was decided to seek a 
design to be used primarily for text 
copy, and, for efficiency and flexi- 
bility, to have it manufactured for 
Monotype casting. 


> Having proceeded as far as pos- 
sible on their own, the agency and 
Factor then called in Monsen Ty- 
pographers of Chicago and Los An- 
geles, for counselling and technical 
advice. The three organizations then 
presented the problem to the Lan- 
ston Monotype Corp. 

After a careful study of the work 
of leading type designers, Alberto 
Tallone of Torino, Italy, was com- 
missioned to create the Max Factor 
Roman, and its companion cutting 
Max Factor Italic. 

Quite obviously the costs before 
the actual type was made were sub- 
stantial. It was difficult to break 
these down, but it is estimated the 
total expenditure of all parties con- 
cerned was approximately $75,000. 


> Today, Max Factor Roman and 
Max Factor Italic are now cut in 8-, 


First Use of Typeface . . . This ad, which 
ran in “‘Harper’s Bazaar’’, was the debut 
of the new face. It was limited to body 
copy, since larger sizes were not yet 
available when ad was prepared. 


9-, 10-, 12-, and 14-point type. The 
18 point and 24 point were avail- 
able by the end of June, and the 
36 point by the end of July. Some 
consideration is also being given an 
11 point face. 

The new face is described as “of 
a pleasing light middle weight ex- 
panded in construction, and unusual 
in serif design, combining a cleft 
serif with straight serifs. Descenders 
are long and ascenders are high. 
The counters of the bowled letters 
are open. Color is even between 
characters and lines read well. It is 
a face that the eye accepts easily 
and reads quickly.” 


> The designing of typefaces for 
companies is not altogether new. 
Pabst Brewing has an Old Style, in 
display type only, and Sears, Roe- 
buck and Montgomery Ward have 
had faces designed for catalog use 
only. It has also been not uncom- 
mon for newspapers and magazines 
to order custom made typefaces. 
Times Roman is perhaps the most 
successful of this group. But in all 
these cases, the faces are exclusive. 
Max Factor, it is believed, is the 
first American company to have a 
face designed in a series of sizes for 
text copy and display, which will be 
generally available. 

One other case is known, that of 
the Mademoiselle face, in which the 
type was not created for Mademoi- 
selle, but is simply the name of a 
commercially used face. But Max 
Factor Roman and Max Factor Ital- 
ic, its sponsors insist, is in a class 
by itself. 44 





Durability is an essential part of a practical cover. 

That’s what you get with Ariel Cover by Champion, plus A he . ce s 
excellent press performance and printing results whether 

by letterpress or offset lithography. Available in white COV be - 
and eleven striking colors, as well as a variety of special 

finishes. For distinctive covers, folders, display cards, 
window cards, menus, posters and general advertising. 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 


The Whitaker Paper Company 


The Partin Paper Company 
W. H. Atkinson. Fine Popers 


Birmingham 
Mobile 


Montgomery 


ARIZONA 
Bloke, Moffitt & Towne 
Butler 


Paper Compony 
Blake, Moffitt & Towne 


Phoenix 


Tucson 


ARKANSAS 
Roach Paper Company 


Little Rock 


CALIFORNIA 
Bloke, Moffitt & Towne 
Bicke, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Bloke, Moffitt & Towne 
Bicke, Moffitt & Towne 
Carpenter 


Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 
Graham Paper Company 


CONNECTICUT 


John Carter & Co., inc. 
John Carter & Co., inc. 


DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whiteker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 
The Everglade Paper 
The Central Paper Company 
The Capital Paper Company 
The Tampe Paper Company 


GEORGIA 


Wilmington 
Washington 


Jacksonville 
Mam 
Orlando 
Tallahassee 
Tampa 


The Atlantic Paper Company 


IDAHO 
Blake, Moffitt & Towne 


HLINOIS 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
C. J. Duffey Paper Company 


Chicago 


Decatur 
Peoria 
Quincy 
Rock Island 


INDIANA 
The Millcreft Paper Company 
indiana Peper Company, inc. 


1OWA 

Carpenter Paper Company 
Pratt Peper Company 
Carpenter Paper Company 
KANSAS 

Carpenter Paper Company 
Southwest Paper Company 
KENTUCKY 

Lovisville The Rowland Paper Company, inc. 


Fort Wayne 
indianapolis 


Des Moines 


Sioux City 


Topeka 
Wichito 


THE CHAMPION 


New Orleans 


Augusta 


Baltimore 


Boston 
Springfield 


Worcester 


Detroit 
Grand Rapids 


Minneapolis 


St. Poul 


Kansas City 
St. Louis 


Billings 
Great Falls 
Missoula 


Lincoln 


Omaha 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 
Jamestown 
New York City 


For Export 


Rochester 


Asheville 
Charlotte 
Raleigh 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Company, inc. 


MARYLAND 
Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
John Carter & Company, inc. 
John Carter & Company, inc. 
John Carter & Company, inc. 


MICHIGAN 
The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 

Cc. J. Duffey Paper Company 
inter-City Paper Company 
C. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


Acme Paper Company 
Shaughnessy -Kniep-Hawe 
Paper ny 

MONTANA 

Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 


NEW HAMPSHIRE 


John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 
NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Millcraft Paper Company 
Forest Paper Co., Inc. 
Milton Paper Co., Inc. 
Pohiman Paper Co., inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
(Bulkley Dunton (Far East) 
Bulkley Dunton S. A. 
)chempion Paper Corp., S$. A. 
Champion Paper Export Corp. 


. Genesee Valley Paper Company 
NORTH CAROLINA 


Henley Paper Company 
The Charlotte Paper Company 


Epes-Fitzgerald Paper Company 


General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & 
Paper Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Company 
The Millcraft Paper Company 
OKLAHOMA 
Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 
OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 
PENNSYLVANIA 
Kemmerer Paper Company 
(Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 
Philadelphe Garrett-Buchanan Company 
Poper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 
RHODE ISLAND 
John Carter & Company, inc. 
SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 
Sioux Falls Paper Company 
TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 
UTAH 


Carpenter Paper Company 
American Paper & Supply 
Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Dwight Brothers Paper Company 
CANADA 
Blake Paper Limited 


Akron 
Cincinnati 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toledo 


Oklahoma City 
Tulsa 


Portland 


Allentown 


Pittsburgh 
Reading 


Providence 
Columbia 
Sioux Falls 


Chattanooga 
Knoxville 


Memphis 


Nashville 


Amarillo 
Austin 
Dallas 

El Paso 
Ft. Worth 
Harlingen 
Houston 


Lubbock 
San Antonio 


Ogden 
Salt Lake City 


Norfolk 


Richmond 


Seattle 
Spokane 


Tacoma 
Yakima 


Huntington 


Milwaukee 


Toronto 


PAPER AND FIBRE COMPANY 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





Machines—Not People— 
Read This New Typeface 


Complete fonts of E-13/B—a type- 
face so modern it was designed to 
be read by machines instead of 
people—are now being manufac- 
tured by American Type Founders 
Co., Elizabeth, N. J. 

The new face, consisting of num- 
bers and symbols, is designed ex- 
pressly for printing on bank checks. 


*OFUB?7E54323 


When the numbers and symbols are 
printed in magnetic ink, electronic 
scanners are able to sort the checks 
according to the Federal Reserve 
number of the particular bank and 
the individual account number. 

Selection of the typeface climaxes 
several years of research by leading 
bankers in cooperation with Ameri- 
can Type Founders Co., General 
Electric Co., International Business 
Machines Co., Todd Co. and others 
concerned with the development of 
more rapid check handling systems. 

The printed characters composing 
the font were agreed upon at a joint 
meeting of a committee from the 
American Bankers Assn.’s_ Bank 
Management Commission; an Office 
Equipment Manufacturers’ commit- 
tee; representatives of the bank 
check printing industry, and liaison 
officers of the Federal Reserve Sys- 
tem. 

The figures chosen resemble 
standard numerals enough to be 
distinguishable by the untrained 
eye. Yet they are different enough 
from one another to be distinguish- 
able by the electronic device which 
“reads” each check before sending 
it on to the sorting and accounting 
machines. 

The ink used contains oxide pig- 
ment which magnetizes upon pass- 
ing under the reading head of the 
machine. Printing of the magnetic 
ink can be done on either offset or 
letterpress machines. 44 


Bank Runs Survey To 
Probe Color Response 


Curious as to whether color ac- 
tually does increase ad readership, 
Citizens & Southern National Bank, 
Atlanta, decided to conduct a sur- 
vey of its own. The result: Three 
times as many people had read a 
C&S home improvement loan ad in 
color as read the same ad in black- 
and-white. 

The survey indicated that 31% 
of the people receiving papers con- 


&&& 


I want a sharp clear letter 
in my composition. 


I want to be able to make 
word changes without re- 
setting a whole line. 


In my ae copy I don’t 


Type set in Monotype 


I want to get as many 


T want Letterspacing, 


characters as possible ina just wo Jou” 


given space without charac- 
ter crowding. 


I want to set copy up to 
60 picas without any cost 
penalty. 


Now, where can I get this 
kind of composition? 


Century Schoolbook and Craw Clarendon Series 


monot 


THE MODERN METHOD OF 


I want perfect fitting 
italics that give a line, or 
paragraph, an appearance 
of consistency. 


Why don’t you try Mono- 
type, Mr. Art Director. 
You’ll be surprised at the 
low cost and pleased with 
the result. Specify Mono- 
type on your next adver- 
tisement, brochure or cat- 
alog. In the meantime. . 

write for new specimen 
showing on Monotype 
Craw Clarendon and Cal-: 
ifornian. Lanston Mono- 
type Company (a divis- 
ion of Lanston Industries, 
Inc.), 24th and Locust 
Streets, Philadelphia, Pa. 


; pe. 


Better Settin’... Better Readin’ 
. Better Sellin’ 


Here Type Can 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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taining the color version of the ad 
had read at least part of it, com- 
pared with only 10% for those re- 
ceiving the black-and-white ver- 
sion. 

Basis of the test was a split run 
of a 1,008-line C&S home improve- 
ment loan ad in the Atlanta Jour- 
nal. Through the cooperation of the 
newspaper, the ad was run in black 
for circulation in one particular 
home delivery area. The rest of the 
edition had a yellow background 
added. The ad had never before ap- 
peared and both versions were 
placed in the same position on the 
same page. 

Southeastern Research Associ- 
ates, which handled the survey, 
then interviewed in their homes 100 
people who had received only the 
paper with the black ad and 100 
who had received the color version. 
(The interviewers actually visited 
more homes, but did not continue 
the interview unless the person said 
he had actually read the paper that 
particular day.) Forty of the 200 
interviews were conducted by the 
tachistoscopic technique in which 
a projector flashes the ad on a 
screen for a period long enough for 
the interviewee to recognize the ad 
only if he has previously read it. 
The remaining interviews were 


ED SERVICE 


conducted via a “modified Starch 
approach,” in which body copy and 
identifying headline copy were 
blocked out. 44 


Idea Starters... 


Typographers Release 
Display Face Specimens 


Artists and print buyers, always 
on the alert for new typefaces, may 
find just what they are looking for 
in some new samplings of display 
faces recently made available. 


Amsterdam Con- 
tinental Types & 
Graphic Equip- 
ment, New York, offers a folder dis- 
playing sample lines of two display 
faces—Annonce Grotesque and Old 


Annonce and 
Old Gothic 





- Annonce 
Grotesque 





Annonce Grotesque, a bold, 
square, masculine face, comes in 
point sizes from 8 to 72. A complete 
alphabet is displayed in one size 
only. Sample lines are shown in 
each size in caps and lower case. 


Serving our customers through quality type- 
setting, with emphasis on reliability has long 
been the established practice at SERVICE 
Typographers. This dedication of service is 
our continuing pledge to produce the finest in 
type for all your ads, mailers, and printed pieces. 
Specify SERVICE in your next type need and 
get a proof of the difference. 
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Old Gothic Bold Italic, displayed 
in sample lines in a similar manner, 


OLD GOTHIC 
Bold Italic 


comes in the same sizes minus the 
8 point. It, too, has both caps and 
lower case. 

Both faces are manufactured in 
the Netherlands by Typefoundry 
Amsterdam. 

+ for more details circle 817, page 123 


Palatino 
Family 


Palatino is  fea- 
tured in a display 
folder issued by 
Amsterdam Con- 
tinental Types & Graphic Equip- 
ment, New York. The Palatino 
series has classic properties re- 
sembling Renaissance Old Style. 


Palati 

Not strictly a display type, Pala- 
tino, in its smaller sizes, is suitable 
for fine book printing. In larger 
sizes it comes in semi bold and 
italic as well as Roman. Swash 
characters of Palatino Italic and 
small caps are also included. 

In Roman and italic, display lines 
in sizes from 6 to 54 point are 
shown. The semi bold is shown in 8 
through 54 point size. 

+ « « for more details circle 818, page 123 





Four New 
Script Types 


Philmac Typog- 
raphers, New York, 
offers specimen 
sheets of four new script types— 
Slogan, Time, Cigno and Champion. 


Slogan 


TIME 
Scrijot 


Cigne 
| Shamnion 


All four are displayed in complete 
alphabets, both upper and lower 


case, with numbers and points. 
Champion is displayed in two sizes 
—20 point and 48 point. The others 
are displayed in one size only. 

+ + + for more details circle 819, page 123 





TEA BAGS 


This Tender Leaf premium offer is printed right 
on the foil wrap—“‘Only $2.00 with zip-off panel 
for this exciting Brownie Bullet Camera premium!” 


BEOWNIE BULLET CAMERA 


From shelf to shoppers basket... 


Proof Kodak premiums make customers BUY/ 


Here's an exciting promotion that ties in perfectly 
with family fun! Standard Brands moves extra Tender 
Leaf Tea off of grocers’ shelves with a Brownie Bullet 
Camera premium offer! Gets shoppers to sample Tender 
Leaf Tea! 


Name your particular premium requirements—con- 
sumer premiums... dealer or sales-force incentives... 
employee gifts or awards. You'll find the right pre- 
mium for your needs in Kodak’s full line of “most- 
wanted” premiums, from $4.25 to $850! Includes the 


Like most practiced merchandisers, Standard 
Brands chooses a premium that sells itself . . . one that 
the greatest possible number of potential customers 
want for themselves! So it is with this Brownie Bullet 


most complete line of automatic, electric-eye photo 
equipment ever! Mail coupon for details on exciting 
promotion opportunities with Kodak premiums. 


Prices are list and subject to change without notice 


‘Kodak’ and “‘ Brownie’”’ are trademarks 


If it’s made by Kodak, you know it’s good 
EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


Camera. It’s Kodak’s premium special, with a proved 
record of success, 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 

Please send me more details on promotion opportunities with Kodak premiums. I am interested in consumer 
premiums [J]; dealer and sales-force incentives [1]; employee and business gifts and awards (1); other 0 

Name Position 


CN acertnincincsssteneninieneeniiondiicanmititinnagneasie cajitmiagnaniagiiisialiaila lncgeciss ne 


Cc ceccnsigeenselintinishiyici einen tals eee 
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New... for bindings 


uA 


Du Pont vinyl “PX” cloth 


No other durable book cloth 
prints as beautifully... 


Dramatic cover designs for hard bindings . . . 
a distinctive new look for presentations, 
books, binders, announcements . . . now 
possible with Du Pont’s new vinyl “PX” 
cloth. Colors print truer, richer, livelier, in 
sharper detail on its clear white, uniform 
printing surface. New vinyl “PX” cloth binds 
with ease on standard equipment. 


wears so well... 


Tough . . . because it’s impregnated with 
vinyl. Du Pont’s new “PX” cloth stands up 
to rough treatment better than ordinary book- 
binding materials. It’s ten times more scrub- 
resistant than pyroxylin materials of the 
same grade. Product manuals, directories, 
catalogs give years more wear, look better 
longer, bound in Du Pont vinyl “PX” cloth. 


as Du Pont’s new vinyl impregnated book cloth 


You get real impact from sales presentations, books, announcements, 
promotional materials bound in new Du Pont vinyl “PX” cloth. In a 
vividly printed hard cover, your printed piece will command attention, 
make more of an impression. And if it’s meant to be used again and 
again, a Du Pont “PX” cloth binding will keep it crisp, clean and in- 


viting longer. 


For more information, sample swatches, write E. I. du Pont de Ne- 
mours & Co. (Inc.), Fabrics Division, AR-95, Wilmington 98, Delaware. 


* PX" and “Fabrikoid” are Du Pont's registered trademarks for its impregnated 
and coated bookbinding materials. Patent for vinyl “‘PX"’ cloth has been applied for. 


“Px"® CLOTH AND FABRIKOID® 


GU PONT 


REG. Vy. 5. PaT. OFF. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Campaign that Cut Costs 
Without Cutting Quality 


A promotion that won attention 
and acceptance without exceeding 
a level-headed budget is the direct 
mail campaign put on by National 
Business Publications for its 1959 
spring meeting in Phoenix, Arizona. 

Through the use of simple de- 
signs, color in paper and ink, plus 
a sprinkling of cost-free promotion 
materials, NBP produced a direct 
mail campaign that had the ele- 
ments and effectiveness of a luxury- 
budget promotion. 

Combining the appeal of the 
meeting’s colorful Western setting 
with an _ interest-packed agenda, 
NBP started a_heavy-continuity 
mailing program to _ prospective 
registrants, press, and allied organ- 
izations on the coming “Know-How 
Round-Up” at “Bar-None” Ranch. 


> To keep the mailings constantly 
flowing and add to the general 
Western theme, a variety of West- 
ern folders, novelty postcards, etc., 
were sent between the regular 


It doesn't take a high budget to achieve impact, 
if you mix in imagination, as this low-cost campaign 
to promote convention attendance demonstrates. 


meeting mailings which included 
registration forms, folders, activity 
entry blanks, etc. 

The inclusion of these Western 
mailings in the regular mailing pro- 
gram resulted in an NBP meeting 
mail piece landing on the regis- 
trant’s desk every couple of days 
for a period of almost two months. 


> Showing a great variety of ap- 
proaches, the Western mailings in- 
cluded the following categories: 


e Arizona promotion folders and 
color post cards 

® Prescription postcards 

@ Smoke-signal post cards 

@ Western speciality folders 


> The Western round-up theme 
was also carried out in NBP’s reg- 
ular Call Bulletins. Although these 
are regularly issued throughout the 
year, the spring meeting bulletins 
were printed in sage green on 
desert tan paper stock and deco- 


rated with line sketches of cactus 
plants, desert road signs and tum- 
bleweed. 

Copy centered around items of 
interests such as program events, 
program participants, special events 
and interesting news bits on Phoe- 
nix. 

Used as the hub of the mailing 
campaign, with some of the mailing 
pieces riding free in the same en- 
velope, the Call-Bulletins were dis- 
tributed to members, press, non- 
members, allied interest organiza- 
tions, etc. 

Some of the western novelty 
pieces, produced by NBP, promoted 
the locale, others the meeting itself 
through program events. 


> The locale promotion pieces were 
Arizona specialty folders based on 
educational and historical interest. 
These included: 


@ Palm Trees Around Phoenix... 
This folder contained line drawings 
and descriptions of the various types 
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RESPONSE 


sealed 
OUTSERTo 
folders 


... Attached to consumer-goods 
packages. That’s the record of 
a recent consumer mail-in pro- 
motion by one of America’s 
largest advertisers. Many other 
firms have written similar (even 
higher) returns with OUT- 
SERT Folders. 


Your OUTSERTS provide 
point-of-sale advertising on the 
package, point-of-use follow- 
through in the customer’s home 
. . » Ideal for product-use copy, 
recipes, cross-advertising for 
other products, instructions, 
premium offers and consumer 
contests. 


Write for descriptive booklet, 
samples and information on 
how OUTSERTS can sell for 
you, 


OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING CO. 


SCRANTON 3, PA. 


‘TM Reg. OUTSERTS U & Pat O8 
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| @ Arizona Brands . . 
| photo brown ink on gray Tweed- 
| weave Text paper, this folder con- 


Postcard Mailers . 


. . Each of these cards used a different colored ink on manila card. 


Each promoted a different event on the program. 


of palm trees the visitors would see 
in the area. The folder was pro- 


| duced on tan Tweedweave Text 
| paper and printed in olive green 
| ink. 


| @ Prickly Stuff . . . Dark green ink 
| on lime paper stock added color 
| interest to a two-fold folder iden- 
| tifying the various types of cactus 

| plants growing in the desert coun- 
try. 


© Indian Signs and Symbols ... 
| A guide to the meaning of the de- 
| signs found on Indian crafts, this 
| one-fold folder 


was printed in 
photo brown on bright yellow paper 
stock. 


. Printed in 


eet tea! 


Touch of the West . . . This series of stuffers 


: 


tained the background history of 
branding and illustrations of some 
famous Arizona brands. 


> Program promotion was carried 
on through two separate types of 
post cards, in two different ap- 
proaches. 

One was in a humorous vein; 
the other in fairly straight ap- 
proach. 

The humorous approach was han- 
dled in “Smoke-Signal” pieces. 
Produced on Index Bristol, all six 
of these cards had a basic run in 
burnt sienna ink for the illustra- 
tion and the smoke-signal copy bal- 
loons. The “injun-talk” copy in the 
smoke-signals was printed in a dif- 
ferent color for each of the pieces. 

Typical examples of these pieces 
were: 


added some of the romance and color of 


Arizona. Colored inks on colored paper lent variety to the pieces. 





Some printing salesmen will do just about anything to bend the buyer's ear. 
You know the type. The same tired cliches . . . the same empty promises. Strictly 
a second rate performance. 


At Gugler, our salesmen are interested in your performance — sales perform- 
ance, that is. That's why we (and our clients) like to think of them as ‘men in 
the know, printing-wise.'’ They can intelligently discuss your printing problems 
— everything from posters, p.o.p. materials, and labels —- and come up with 
a creative, effective solution, everytime. They'll show you how we can handle 
your job (any job) from idea-stage to finished production. Best of all, they've 
got the samples to prove it. Just ask to see them. 


We have a limited supply of attractive, full-color travel posters 
which show a dramatic comparison between the hand crayon and 


conventional photo process method. Write for your samples, 
today. 


uscler uirHocRAPHIC co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St. Louis * Atlanta * Detroit * Houston * Tulsa 
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WATTs THE 
COLOR 
THATS REALLY 
BRIGHT 7 
\ \ / 
7 


~™ 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc, 
Cleveland 3, Ohio, for daylight fluorescent products. 


New 1959 Edition 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct .. . only 10,00 


HABERULE 


BOX AR-245 + WILTON + CONN. 


SAVE $ SAVE $ SAVE 


Lowest Cost Duplicating Service MAGI-COPY — 
Office Machine Owners! Photostat Users! = 
Need 3-5-6-10-20-25-50-100 copies? Low as = 
7e per copy. No machine to buy—we do it 
all. Just send us what you want copied, we 
do the rest. Mail orders welcome. Write or 
call for FREE price list and information. 


= 
ALFRED MOSSNER COMPANY 
108 W. Lake St. Chicago 1, FRa-2-8600 


=: 
z 
= 
= 





Free toWRITERS 


seeking a book publisher 


Two fact-filled, illustrated brochures tell how 
to publish your book, get 40% royalties, na- 
tional advertising, publicity and promotion. 
Free editorial appraisal. Write Dept. AR 


Exposition Press / 386 4th Ave., N.Y. 16 


NEW BEALE 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.B0x 948, Wichital Kansas 


GoSossoqeocqcesgssesooeoosssescosesesss 
« REMEMBER . 
thet Cinderella never got anywhere un-* 
she . 1 yeu want trues 

» « Wf yew want the very finest« 

- « (at the lowest cost froms 

final paste up) get a* 

lettering machine. Halber > 


sorPe 4151 W. Montrose Ave., Chicago 41,5 
mM. 


ADVERTISING 

REQUIREMENTS 
FOR 
ADVERTISING 
RESULTS 
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Western Program 


. . . The complete list of events carried out the western theme, with a 





! 


cover picked up from the teaser series, shown on page 83. 


© Heap Big Know-How Pow-Wow 
Card ... this was a general meeting 
promotion piece with olive green 
ink on buff-colored stock. 


© Big Chief Steel Tribe Veckly... 
a speaker promotion with tangier 
orange ink on fawn Index Bristol. 


e Six Chiefs Big Three TF Tribes 
. a panel promotion with blue- 
gray ink on tint Index Bristol stock. 


> The other series was the prescrip- 
tion post cards. Each of the over- 
size 4x9” pieces was printed in a 
different color ink on manila 
Springhill Tag stock. Each bore a 
branding iron line drawing and a 
headline reading: “Prescription for 
Brand-New Know-How”. Each 


Full-color Mailings . . 


promoted a different event in the 
meeting’s agenda. The reverse, or 
address side, of the cards was im- 
printed with the time and place of 
the spring meeting. 


> The rest of the Western pieces 
were supplied to NBP by the two 
hotels chosen for the spring meet- 
ing and by the State of Arizona De- 
velopment Board. While they added 
color to the campaign, they added 
little to the expense, especially since 
the majority of them were enclosed 
with the Call-Bulletin. All four- 
color pieces, the list included: 


© Folders on Paradise and Jokake 
Inns . . . Separate folders promot- 
ing Arizona in general, the individ- 
ual hotel in particular, added sales- 


re 





. Inexpensive variety was added to the mailings by picking up 


leaflets prepared by the meeting hotels and by the State of Arizona. 





appeal to the spring meeting as a 
whole. 


® Arizona Folders . . . Three differ- 
ent folders describing the many 
things to see and do in the state. 


© Hotel Post Cards . . . Supplied by 
the Paradise and Jokake Inn, these 
were imprinted with “come-hither” 
invitational messages by NBP and 
mailed separately. 


> The only mailings in this cam- 
paign that were not given the West- 
ern treatment were the regular 
promotion background information 
pieces. 

But each was again brightened 
with color through the paper stock 
and printing ink. Each of these was 
enclosed with one of the Call-Bul- 
letins and included: 


© Advance Registration Form .. . 


spring green ink on pale yellow 
bond stock. 


e Advance Hotel Reservation Form 
. NBP brown ink on green bond. 


@ Personal Folder . . . garden-green 
ink on yellow paper. These folders 
were supplied to each registrant. 
The inside pocket held all meeting 
material such as program, badge, 
advance registration list, reports, 
promotion bulletins, special-interest 
folders, etc. 


© Golf Tournament Form .. 
green ink on gray bond. 


. cedar 


© Ladies’ Activities Entry Form... 
Although these were mostly meant 
for the wives of NBP members and 
guests, they were mailed along with 
the spring meeting bulletins. They 
were printed in cedar green ink on 
cream Atlantic bond. 44 


Folder Explains Basic 
Photocopy Processes 


The six basic types of office copy- 
ing machines and how they function 
is the subject of a folder issued by 
Peerless Photo Products, Shoreham, 
N. Y. The folder is a new, up-dated 
edition of “Office Copy Machines 
and How to Choose the One to Suit 
Your Needs.” 

The revised version includes de- 
scriptions of two relatively new 
processes—monobath and quick sil- 
ver—as well as the four old stand- 
bys: diazo, dye-transfer, infra-red 
and silver-transfer. 

Not a promotion piece for Peer- 
less products, the bulletin recom- 
mends the best process for specific 
copying needs. 

+ for more details circle 816, page 123 





Carbon Typewriter Ribbons of MYLAR" 
give cleaner, sharper impressions 
...save time, cut costs! 


You get sharper, print-like impressions on your corre- 
spondence and offset copy by using carbon ribbon made 
with Du Pont ‘“‘Mylar’’* polyester film. Sharp, clean im- 
pressions are made from ribbons of ‘‘Mylar’’ even with 
light pressure from the key of the machine. 

You get up to twice the typing time without changing 
the ribbon. That’s because “‘Mylar’’ is thin . . . you get 
more carbon ribbon of ‘Mylar’ on a standard 4” reel. 
““Mylar”’ is tough . . . helps eliminate breakage problems, 
saving you valuable time and money. 

Ask your supplier today for a reel of carbon ribbon 
made with “‘Mylar’’! For information on other stationery 
items made with ““Mylar” write E. I. du Pont de Nemours 
& Co. (Inc.), Film Dept., Room AR-8, Wilmington, Del. 


®@ REINFORCED SHEETS 
® INDEX-CARD HOLDERS 


®@ SHEET PROTECTORS 
@ LAMINATE FILM 


*Mylar” is Du Pont’s registered trademark for its polyester film. Du Pont 
manufactures the base material “‘Mylar’’—not finished carbon ribbons. 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING 
. «THROUGH CHEMISTRY 


DU PONT 


MYLAR 


POLYESTER FILM 
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Get started early. Three to four 2 Pian an over-all theme. This helps 

months before your fiscal year ends. to get your thinking organized 
You can schedule and design without all early, and adds impact to the report. 
the financial data. 


Set up a schedule. This should Collect ideas. See that all depart- 5 Set a budget. Build this on firm 


cover every step in production, but ment or division heads get their estimates for all subcontracted 
it isn’t any help unless you stick to it. opportunity to contribute early. work: graphics, photography, printing. 
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ANY LETTER LOOKS BETTER ON PLOVER BOND 


L is for Look. A pertinent question for us to ask is: “Looked 
at your letterhead lately?” Your customers and prospects do, 
you know. Quite carefully, too. And when they look at your 
letterhead, they see your company. Since you will find it profit- 
able to look your best, we suggest you consider visibly better 


PLover Bono. It’s a perfect background for your letterhead de- 


sign. Don’t take our word for it, though. Take a look for yourself. 


Whiting- Pua Paper Company, Stevens Point, Wisconsin 


the visibly better letterhead paper 
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James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘*SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a “demand performance.” 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's *‘Sale- 
sense" articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


See ee teeeeeerseeseseees esenecece eaeeccsces seceeee 


ADVERTISING AGE, Dept. AR-7 
Attention: Beok 
200 E. Illinois St., Chicage 


| want——_————. copies of SALESENSE IN 
ADVERTISING. If I am not 


—_ 
satisfied with the book (or books) after a 
5 days’ examination, | can return the beok(s) 
and my money will refunded in full. 

My Name 

Firm 

Address; —  _ _______——_—__—_- 
City —_—_——_—_ Z —— State 

©) 1 am enclosing my check for $ 

0 Bill me later () Bill my firm 
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wececceceses 


Organize your graphics. Decide 
which data will need charts and 
graphs, and develop rough sketches. 


Build your distribution 
Don’t forget employes, suppliers, 
press, etc., for greater p.r. mileage. 


Give management a final oppor- 
14 tunity. Let them check a dummy 
while changes may still be made. 


Abandon false dignity. |f it can 
16 speed final production, get down 
to the printers during the final stretch. 


Select your photos. Go through 
your files, find what you can use, 
and schedule for the missing shots. 


ag 

Discuss production problems. See 
11 your printer, engraver, 
house to avoid costly errors. 


mailing 


Set up accountant’s report. Rush 
15 it to the typesetter, and see that 
everybody okays proofs. 


Stimulate interest in the report. 
17 Send out press releases, take 
out ads for the maximum impact. 





Get the dummy approved. Don’t 
delay in getting top management's 
reaction to the preliminary dummy. 


Develop a preliminary dummy. This 
& should show general format, copy 
approach, color, illustrations, etc. 


Cacia " On hn get eee 
12 Finish sections early. Don’t wait 

until the last minute to finish 
sections that don’t need final 


Distribute mailing list early. 
13 Give your printer and mailing 


figures. house a clean and complete list. 


A 


~~ a 

If you follow steps 1 to 17, calmly and intelligently, there are a number of 
18 results that are very likely. It is almost certain that your annual report will 
be out on schedule, and this without your developing either a chronic headache or a 
chronic ulcer. You will also be sure that your report is complete, consistent and uni- 
fied. It will be easier to read, and therefore more acceptable to your most important 
audiences. You should obtain the approval of that most influential member of man- 
agement — the treasurer — for staying within your budget. And while there is no 
possible way of making things 100% certain, you stand a better chance of picking up 
an award if you organize things properly. 44 


Remember, you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Vewa-cis 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR Co. » 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors + bulletin colors 
coated fabrics + water colors * qwik-spray colors 


TINY in size. 
sol. bls 
STC e me itor 


these 

ace ah Ty, 
Tors CURCULO LULL | serewsiver 
DTU tks ci 


knife 


1h 


~* 
2 NEW 


Was 


SS 
Authentic metal, exact im every 
detail ; fascinating to use. , these 
miniatures are ‘'cast-assembled”’ in 
one operation by GRC's exclusive 


special small parts to order; ask tor 
special bulletins. 

ii. 
GRIES REPRODUCER CORP. 
W orld’s Foremost Producer of Small Die Castings 


patented "INTERCAST"’ process. Natural bright 
Write, wire, phone TODAY, 

for samples and prices of 

3 Second Street, New Rocheile, N. Y. 
NEw Rochelle 3-8600 


finish or brass plated. GRC also die casts and molds 
GRC metal miniatures. 
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A Police Department Reports 


In most large cities, the police de- 
partment is required by law to 
make an annual report. 

In such cities these reports can 
run into hundreds of pages solidly 
covered with statistics, which are 
intelligible only to those so directly 
concerned they can spend unlimited 
time to digest them. 


> Back in 1950, the Los Angeles 
Police Department decided some- 
thing should be done about its an- 
nual report, which was then re- 
leased in the form of a Statistical 
Digest. Although the information 
in the Digest was considered of im- 
portance to all citizens, distribution 
and readership was confined to the 
Los Angeles and other police de- 
partments, and libraries. 

It was felt that better knowledge 
of police department activities, ac- 
complishments, and problems by Los 
Angeles citizens would strengthen 
the department in terms of morale 
and public support, and could serve 
to enlist public support for desired 
objectives. 

From this came the concept of a 
highly pictorial report, believed to 
be the first of its kind for a police 
department. Since 1950 each annual 
report has been prepared with the 
objective of making it as informa- 
tive and interesting as possible to 
the general public. The Statistical 
Digest is still published separately 
to conform to requirements of the 
law. 


> Due to budget limitations, each 
report is held to 32 pages and cover. 
The run of 12,000 for the current is- 
sue cost $2,700. The job is done off- 
set, and is awarded on a low bid 
basis. To keep the cost down, all 
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Government publications are often considered deadly dull, 
but not the annual report of the Los Angeles Police Depart- 
ment, which though internally produced, is attractive. 


work except the final stripping in of 
negatives is done by personnel 
within the Public Information Di- 
vision, which is responsible for the 
report. Since the report is annual, 
work on it is done throughout the 
year in “dead” time. 

The first two years the report was 
published in this form it was two- 
color throughout. However, this led 
to other city departments wanting 
to do the same, so as a matter of 
economy, two colors are used on the 
front and back covers only. For the 
past four years, the same cover, de- 
signed by Erwin Wasey, Ruthrauff 
& Ryan, with art furnished by Wel- 
ton Beckett and Associates, archi- 
tect for the Police Administration 
Building, has been used. The agen- 
cy got into this through Emmett C. 
McGaughey, v.p. in charge of the 
Los Angeles office, who has been a 
member of the Police Commission 
for many years. 

Being limited to one color, every 
effort is made to increase impact by 
the method of presentation. To ob- 
tain a change of pace, different 
screens and tones of black and white 
are used. To insure a good selection 
of pictures, the department’s photo 
lab is asked to keep the report in 
mind and to set aside extra prints 
of unusual or dramatic photographs 
whenever they are taken. In some 
eases, for specific features, photo- 
graphs are specially taken. When a 
strong, dramatic photo is available, 
it is given a whole page. There are 
three such photos in the current re- 
port. 


> The report for 1957, whose cover is 
shown, is typical of the annual 
reports since 1950. Carrying out the 
pictorial emphasis, roughly 75% of 


the report is illustration, either 
photos or charts. For the most part, 
illustrations with their captions tell 
the whole story. Copy is tight and 
serves only to highlight the subject 
being covered. Care is taken to 
neither “talk down” nor “talk up” to 
the reader. 

In the preparation of the report 
consideration must be given to the 
many different groups reading it. 
The report is used for internal 
communication. Most policemen get 
12 weeks of general training, then 
get specialized duty. To get an 
over-all picture of the department 
and its widespread activities would 
take from 15 to 20 years of routine 
assignments. By judicious choice of 
material, the report can convey this 
background over two or three is- 


Two-Color Cover . . . The line drawing of 
headquarters was printed in the same 
blue used for the other three covers. A 
line of vertical lettering was in yellow. 





Theodore L. Lindbergh, seated, in 
Charge of Intaglio’s Order Writing 
Department, discusses an incoming 

job with John W. Mace, Jr., 
Assistant Head of the Department. 


15 Quality v's 


Quality in gravure is never an 
accident—it’s planned at each step. 
And checked and double checked, 
at every production stage, by both 
mechanical means and human minds. 

At Intaglio, quality control starts 
with all incoming material, proceeds 
through camera work, retouching, 
stripping, the making of positives, 
laydown and staging, etching, and final 
proofing. A gravure job in process is 
checked at least 15 times—lIntaglio’s 
assurance of the best! 

For over two decades, Intaglio 
has maintained the finest standards. 
It has developed new equipment and 
has constantly devised better new 
techniques and procedures. Intaglio 


has led in basic research—was a 
founder of the Gravure Technical 
Association and a founder and charter 
member of Gravure Research, Inc. 

Intaglio is easy to use. We take 
your original art and copy, make color 
separations, deliver fully retouched 
positives, and provide final proofs for 
your approval and color guides for 
the printer. 


Ar Intaglio 35% of our craftsmen 
have been with us ten years or more. 
Intaglio has more varied experience 
in gravure than anybody in the world 
—and processes more gravure in its 
field than any other engraver. 

Seven offices are at your service. 


Intaglio SErVICE corPoRATION 


America’s First Gravure Servicers 


305 East 46th St., New York, New York—1828 Lewis Tower Bldg., Philadelphia— 
731 Plymouth Court, Chicago—40 Hague Ave., Detroit—369 Pine St., San Francisco— 
1932 Hyperion Ave., Los Angeles—126 West McMicken Ave., Cincinnati 


August 1959 + Gy + 93 





sues. The report goes to all police- 
men who ask for it. Some 4,500 do 
so every year. 

Obviously, the public is a prime 
target. Subject material that points 
up objectives and problems where 
public understanding, support or 
action is desired is featured. In 
addition, each of the seven bureaus 
of the department is covered in 
some manner. Here the emphasis 
is upon some little known but im- 
portant work of the department. 


> Distribution to the public in- 
cludes those on a Chamber of Com- 
merce list of prominent civic per- 
sonalities, public relations firms and 
advertising agencies, all California 
legislators, heads of city and state 
departments, colleges, cities and 
police departments around the 
country, and all schools in Los 
Angeles. This distribution is sup- 
plemented by giving the report to 
influential visitors to the police ad- 
ministration building, students who 
have assignments to write reports 
on the police department, and the 
press. 

With the budget and the 12,000 
run imposing the limitation that 
the report can go only to a rela- 
tively small number of people, the 


press is considered the key to 
getting widest possible publicity 
reaching the general public. Cover- 
age cannot be given the entire re- 
port, so each issue has at least one 
major feature which lends itself to 
press stories. 

For example, the lead article in 
the illustrated report. Three pages 
of charts and copy are devoted to 
these related facts: The Police Work 
Load Is Steadily Increasing—Police 
Strength (in relation to population) 
In Los Angeles Is Steadily Decreas- 
ing—Crimes Are Increasing—Los 
Angeles Needs At Least 5,000 More 
Policemen To Adequately Repress 
Crime, Investigate Crime, Provide 
Police Service. 


> The graphic presentation got 
heavy coverage in the California 
press and elsewhere. The increase 
in applications for the police force 
which followed the story is gen- 
erally credited to this publicity. It 
is also believed to have resulted in 
the press being more receptive to 
recruitment publicity throughout 
the year. 

Bureaus covered in the remain- 
der of the current report are: Per- 
sonnel and Training, Patrol, Cor- 
rections, Detention, Administrative, 





We do not know how many swallows it 


takes to make a summer but we do know that 


Collins, Miller & Hutchings, Inc. 


is America’s finest photoengraving plant 


Sor letterpress and gravure 


333 WEST LAKE STREET, CHICAGO 6 
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Technical Service and Traffic. The 
four last pages contained illustrated 
statistics highspotting data in the 
more voluminous Statistical Digest. 

Assessing the value of the pic- 
torial and popularized presentation 
of its annual report, the Police De- 
partment feels the best answer to 
the question of its value and effect 
is the fact that other police depart- 
ments across the country have fol- 
lowed suit and more are doing so 
ever year. 

Captain S. H. Sheldon, Public 
Information Division, has over-all 
supervision of the report. Sergeant 
Jack Dederick, an artist (he says he 
has had stuff in AR), is responsible 
for layout. Policeman Warren Lynch 
is staff research writer. 44 


Speedy Paper Cutter 
Also Self-Sharpening 


A new type of machine for cutting 
paper, board and film is said to 
combine accuracy with safety and 
save time as well. Called Metocut, 
the device employs a circular knife 
which rolls against a straight edge, 
creating the shearing action. 

The cutter carriage travels on a 
guide rail and three bearings allow 
the operator to slide the cutting 
head effortlessly. The paper is held 
flat by a plastic strip. Guide lines on 
the plastic strip and calibrated lines 
on the base board insure perfectly 
square trim. 

Both the circular knife and the 
straight edge are hollow ground and 
never need sharpening since re- 
peated use causes each to sharpen 
the other. The unit is available in 
two sizes, 24” and 51” wide. Occa- 
sional oiling is the only maintenance 
needed. 

Descriptive literature and prices 
are available from the distributor, 
Bienfang Products Corp., Metuchen, 
N. J. 44 


Safe . . Metocut paper cutter is safe to 
operate, self-sharpening, requires a mini- 
mum of maintenance. 





A legend comes to life on latex coated paper 


One afternoon in October 1932, Babe Ruth hit another home run. It became a baseball legend. Why? 
Because of the gesture that preceded the hit. He predicted his performance and delivered. Today you 


can predict printing performance when you specify latex coated printing papers. For reasons why, turn 


the page. DOV 
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Performance counts...in sports and in printing 


The fans were critical. 


When Babe swung completely around on the second strike the boos mounted 


to a roar. As the ball sailed out of the park after the third pitch, the jeers turned to cheers. 
The Babe proved he could still deliver. 


Today, printing buyers are critical too. They demand and expect sharp, 


clear reproduction every time. And that’s why more printers than ever are specifying papers 
coated with Dow Latex for their finest printing jobs. 


These papers offer improved dimensional stability, controlled ink receptivity and 
reduced water sensitivity. The result is high quality stock for sharper printing and 


fracture-free folding . . . all at reasonable cost. For more detailed information on paper 


coated with Dow Latex, check your paper supplier or write THE Dow 


CHEMICAL COMPANY, Midland, Michigan, Coatings Sales Dept. 2326. <> 


This four color 150 line screen reproduc- 
tion is printed on 100 lb. Offset Enamel. 


THE DOW CHEMICAL COMPANY - MIDLAND, MICHIGAN 
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Du Pont Expands 
Photopolymer Program 


Beck Engraving Co., Philadelphia, 
has been appointed by E. I. du Pont 
de Nemours & Co. to produce 
photopolymer plates commercially 
for the printing trade, according to 
George Beck, board chairman. Beck 
is one of several photoengravers ap- 
pointed by du Pont to produce the 
new photo-relief plates as part of 
du Pont’s continuing field evalua- 
tion of the new product. 

Photopolymer plates consist of a 
photo-sensitive plastic, a nonsensi- 
tive bonding layer and a metal sup- 
port. Ultraviolet light passing 
through transparent areas of a neg- 
ative penetrate the photo-sensitive 
plastic and make it insoluble. The 
unexposed plastic remains soluble 
and can be washed out by a simple 
alkaline solution. 

Advantages of photopolymer 
plates include speed of production, 
elimination of electros for short 
runs and the combining of photo- 
type negatives with half-tone screen 
negatives in full page plates. 

At their present stage of develop- 
ment, photopolymer plates are best 
suited for printing on cardboard 
packaging and for black-and-white 
letterpress line and halftone print- 
ing. 44 


New Vinyl Applique 
Looks Like Embossing 


Titles on catalog covers and sales 
manuals can now take on a three- 
dimensional appearance similar to 
embossing, through the use of vinyl 
applique. The technique has been 
developed by Coast Book Cover, 
830 E. Traction Av., Los Angeles. 

Vinyl applique applied to vinyl 
covers gives added emphasis and 
extra richness. The raised-letter 
effect is obtained through the use 
of applique dies that are hand- 
tooled out of brass. The dies heat- 


Rich . . Quarter-bound red and black 
vinyl cover attains rich, embossed effect 
through addition of white vinyl letters 
on front and spine. 


tildes  MLCULAtoR 


COMPANY 
633 Plymouth Court, Chicago 5, Illinois 
525 E. 81st Street, New York 28, N.Y. 





GET OUT OF THE 
“HIGH RENT’ AREA 


for your next 
PRINTING ESTIMATE! 


@ Letterpress and Lithography 
a 


The Dalton “Admaster” is the 

leader among high quality 100% 

rag content layout and 

visualizing papers. 

Top Art Directors laud this pad 

as the finest... finest for 

its brilliant whiteness, response 

to pastels,,-charcoal, pencil, 

ink . .«” most any medium and 

its,beautiful texture. 

Dalton “Admaster” is available 
" rough and smooth of surface 

and several weights - 50 and 100 

sheet pads - Step up a notch 

and discover the difference. 

See your local dealer now .. . write 


direct for free 4 x 6 sample pad. 


SELECTORS 
to speed up buying 


Graphic Selectors help buyers or 
users choose your product correctly. 
Sizes, weights, models and other 
features are quickly and dramatically 
presented for accurate comparison. 
For example, selector illustrated 
gives 13 basic facts about each 

of 19 product models, 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Selectors and 

full information. 





Our two plants, here in Nebraska, out of 
the “high rent’”’ area, now produce maga- 
zines for more than 50 publishers, plus cata- 
logs and sales literature for a host of firms. 
Our current plant expansion enables us to 
handle a limited amount of additional work. 
If yours can be worked into our schedule, 
you can have the advantages of quality work 
at economy prices. 


* Specialists in 4-Color 


Complete service from art and layout to mailing 


Write, Wire, Phone The Midwest's Fastest Growing Printing House 


ebraska Farmer Company 


1420 P St., LINCOLN, NEBRASKA 
Printers 


Our 100th Anniversary Year 


Lithographers 


Publishers 


1s more than 
gust a word 
at Lake Shore 


..it’s people in action, giving you the 


SEeley 8-1010 


finest service available anywhere 


on these services you need: 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES - REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 


LAKE SHORE ELECTROTYPE DIVISION « 1224 W. Van Buren * Chicago 7, lil. 
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THE TIME 
oe See 


FOR ADVERTISING ACTION 


There’s important business to be had in advertising, sales promo- 
tion and merchandising today. And there are indications galore in 
the predictions of financial experts, government officials and busi- 


nessmen alike that marketing’s purchases today are only a shadow 
of what’s to come. 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the 
ball more and more often to help solve specific sales problems. 


Manufacturers are looking to all forms of advertising in both 
fields to help them introduce and develop markets for new products, 
to rebuild and increase inventories, to reach new and bigger busi- 
ness for their present lines. 


And wherever important advertising plans are being made— 
wherever advertising and promotion and merchandising cam- 
paigns are being put into action, there you'll find the professionals 
of advertising looking to Advertising Requirements for help in 
filling their almost insatiable needs. 


They’re looking here—in The Workbook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages. 


It’s Advertising Requirements’ unique service—in 9 advertising 
areas in each issue—that has built such a loyal following of over 
21,000 advertising professionals in manufacturer, agency and serv- 
ice firms from coast to coast. It’s Advertising Requirements’ unique 
combination—right editorial coverage for the right buyer audience 
—that produces such enthusiastic responses from its readers. 


ca... etiwberes 


guacnents 


TO kh | 


| Faas. 


Workbook of Advedtug & Galbt Prowctio 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 
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seal as they cut out the desired de- 
signs. According to Coast Book 
Cover, the introduction of vinyl ap- 
plique follows a two-year develop- 
ment program. 44 


New Binding Method 
Cuts Book Costs 


Digest size books can now be pro- 
duced at substantial savings to the 
buyer through a new binding meth- 
od introduced by Cuneo Press, Chi- 
cago. The method, developed for use 
with rotary printing presses, pro- 
duces bound copies one-half the 
size of the folded signatures that 
come from the press. 

Because each signature is halved 
and each half incorporated into a 
different book, duplicate pages can 
be printed simultaneously resulting 
in both speed and lower cost, due 
to less handling. 

According to Charles L. McEvoy, 
Cuneo sales director, the method is 
recommended for catalogs, periodi- 
cals or books containing over 72 
pages with print orders over 50,000 
copies. 

Besides reducing costs on digest 
size books, the method—called the 
“two-up cut apart” binding method 
(“two-for-one”, for short)-—makes 
available a variety of new page 
sizes. A folder, describing and illus- 
trating the process, is available from 
Cuneo. 

- for more details circle 820, page 123 


Simple Binder Uses Pin 
To Snap Sheets In 


Binder users who are looking for 
a product both economical and sim- 
ple to operate may get the answer 
from Rollafax Co., Minneapolis. 

Rollafax binders hold punched 
sheets in place with a simple rubber 
tube and pin combination. The pin 
is inserted in the short length of 
rubber tubing and held firmly in 
place. Rollafax covers are con- 
structed with wide backbones which 
can be easily lettered for rapid 
identification. 

+ » « for more details circle 821, page 123 


Picture Brochure Shows 
Paper Makers At Work 


The range and diversity of its pa- 
permaking operations is the subject 
of a colorful pictorial brochure pub- 
lished by Mead Corp., Dayton, Ohio. 
Crammed with full-color as well as 
black-and-white illustrations, “The 
World of Mead” shows paper mak- 
ers at work in all stages of the op- 





eration from logging to finished 
product. 

One of the more diversified paper 
companies, Mead produces paper, 
paperboard, wood pulp, corrugated 
containers, folding boxes, packaging 
cartons and technical papers. 

+ « « for more details circle 822, page 123 


Looking Them Over... 
New Entries Appear 
In Paper Field 


Brand new papers, as well as im- 
proved old ones, lead the parade of 
paper stock samples available to AR 
readers. Here is the current word 
on what is being offered. 


New High 


A new high bulk 
Bulk Offset 


offset — Alpena — 
has been intro- 
duced by Fletcher Paper Co., Chi- 
cago. Outstanding characteristic of 
Alpena, in these days of increased 
postal rates, is its quality of light- 
weightness without sacrifice of bulk 
or capacity. 

Alpena Hi-Bulk offset is claimed 
to bulk like heavier papers. It is 
available in brilliant white and six 
colors — blue, deep ivory, pink, 
yellow, green and goldenrod. Sam- 
ple swatches of each color, plus in- 
formation on standard stock sizes, 
are included with the ‘specimen 
sheet. 

- for more details circle 823, page 123 


Trio For 
Offset 


A swatch book of 
three types of neu- 
tral sulphite papers 
for offset lithography has been re- 
leased by Finch, Pruyn & Co., Glen 
Falls, N. Y. The trio includes Coop- 
er’s Cave, Impact and Mohican. 

All come in an assortment of 
weights. Cooper’s Cave and Mohi- 
can are stocked in white only. Im- 
pact is available in four colors — 
jonquil, azure blue, coral and mint 
green. 

All three are manufactured from 
a blend of virgin hardwood neutral 
sulphite and bleached groundwood 


Am | still in time to cancel? 





pulps. They are said to feature high 
printability and opacity as well as 
economy. 

+ » + for more details circle 825, page 123 


Bright, White 


Fluoro-Antique, a 
Fluoro-Antique 


brilliant white text 
and cover stock 
with a quality antique finish, is be- 
ing marketed by Curtis Paper Co., 
Newark, Del. A sample folder, con- 
taining sample swatches of two text 
and two cover grades, will be sent 
upon request. Specifications are also 
included, plus a folder listing Fluro- 
Antique merchants throughout the 
country. 

Fluoro-Antique is recommended 
for both letterpress and offset re- 
production, Its brilliant whiteness 
is said to furnish the ultimate in 
contrast to both type and illustra- 
tions in either color or black-and- 
white. 

- « + for more details circle 826, page 123 


Mylar Takes New Step 
In Reproduction Field 


Columbia Ribbon & Carbon Man- 
ufacturing Co., Glen Cove, N. Y., 
which last year introduced a Mylar 
typewriter ribbon, has come up with 


another new application of DuPont’s 
polyester film. 

The latest innovation is a pair of 
Mylar plastic sheets for preparing 
master copies of drawings and type 
matter for reproduction. The new 
system produces positive and nega- 
tive masters simultaneously. They 
are said to be useful with many 
types of duplicating and reproduc- 
tion machines. 

The positive master is a trans- 
lucent sheet of matte finish Mylar; 
the negative master is a tracing 
carbon on Mylar instead of paper. 
When the sheets are backed up, 
impressions made on the trans- 
lucent film transfer a positive car- 
bon image to the matte finish side, 
leaving a negative effect on the car- 
bon sheet. 


Impressions are said to be un- 
usually sharp and clean and, in op- 
erations using a positive master, 
background tone can be eliminated 
or considerably reduced without 
sacrificing machine speed. Impres- 
sions made on the matte finish My- 
lar do not smudge or smear, but 
can be readily removed with cor- 
rection fluid, the company claims. 

The system is designed for the 
preparation of offset and spirit mas- 
ters as well as for other copying 
and reproduction operations. 44 





what are :|; | 
you pod 


looking “ 
eee 
for in 


lithography? 


FOLLOW THROUGH SERVICE ¢ EXPERT COUNSEL 


you can be sure 


epee) CADILLAC 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street + Chicago iilinois 


PHONE TAyior 9-3380 


August 1959 + @ + 99 





ereee: mi eeewees 


New portable radar safety meter 
for survey of microwave power fields 


iN 
gee 


a 





Photographs taken inside your factory have many uses, 
as this look at what advertisers are doing shows. Here are examples 


and suggestions of ways you can get more from your shots. 


Tosca elo Cdey, 


By Dolph Franklin 


The latest trend in sales pro- 
gramming is towards total selling: 
the use of every available technique 
to give campaigns extra “built-in” 
sales power. And right up-and- 
down the selling line, recent study 
shows in-plant photographs being 
used in ever-increasing numbers 
as effective sales tools. In-plant 
photography is proving to be an in- 
dispensible arm for the sales, ad- 
vertising and merchandising di- 
visions of firms in every segment of 
industry. It probably belongs some- 
where in your total selling program, 
too. 

The photos to which we refer are 
not the hornblowing, chest-out, 
blue sky, talking-to-yourself types. 
They are not simply a product of 
photo-journalism for run-of-the- 
mill publicity releases. Each is re- 
lated to your specific message in a 
direct way. And a_ coordinated 
group helps crystallize a merchan- 
dising or sales point. 


> At the start, your efforts ought to 
be directed towards imaginative 
thinking. A flexing of your ingenui- 
ty. A touring of your main and 
branch plants. A surveying of what 
can be put into visual terms for ex- 
ploitation as sales tools. Then, after 
the camera’s eye puts what you 
have seen into focus and the click- 
ing is finished, you can profit from 
composition prints, 5x7’s, 8x10’s or 
color transparencies with sales- 
power substance. Indeed, your pri- 
mary job is to make _ in-plant 
photos that work. That is the pay- 
off. 
Imaginative 


in-plant camera 


work is a direct route to supplying 
ad men with exciting visual mate- 
rial. John J. Merhaut, covering the 
labs of Westinghouse Electric Corp., 
developed some worthwhile ideas 
you might be able to use in your 
work: 


© A special refining process took 
place in a glass dome. The process 
was sharply photographed by ap- 
plying a dulling spray to the dome 
prior to shooting. 


@ Controlled focus put emphasis 
on test tubes comparing the pro- 
tective capacity of jet-engine oils. 
The head of the lab technician was 
purposely blurred to highlight the 
tubes. 


© The trail of a model plane was 
photographed by attaching minia- 
ture lights and making a long ex- 
posure. 


@ The vibration control power of a 
new metal was shown quite dra- 
matically by bouncing balls upon 
tuning forks and taking strobe 
shots in total darkness. 


> Low-cost, dramatic merchandis- 
ing photos of comparatively diffi- 
cult assignments can be made by 
company photographers, too. 


e Jack Allsup, A. E. Staley Mfg. 
Co., Decatur, Ill., hopped abroad 
a conveyor to get a startling per- 
spective of belting. 


e R. S. Johnson, Ford Motor Co., 
ingeniously framed the operator’s 
figure in a photo of small plastic 
gears being molded. 


eB. J. Nixon, Newport News 
Shipbuilding, Va., stayed on his job 


until dusk for a multi-flash expo- 
sure on the docks. 


Moral: photographers forge sales 
tools. Keep them at the anvil. 


> The use of candid photos taken 
by available light for in-plant 
photos are giving greater “visual 
vitality” to house organs. 35mm 
equipment might be the main rea- 
son for this trend. The lenses take 
in an extensive amount of varying 
focal lengths and ultra-high speeds. 
Coupled with the compactness of 
the 35mm cameras, their use is ideal 
for low-level in-plant lighting by 
a company’s photographer or free- 
lancer. 

Caution: The backgrounds for 
machinery photos. should be 
opaqued out to show off your ma- 
chines most effectively. Trade show 
handout sheets, catalog pages, news 
releases and advertising personnel 
call for uncluttered prints. 

Here is an In-plant Photo Check- 
list to help spark your imagination: 


Audio-Visual Presentations . . 
In-plant photo slides can be syn- 
chronized with sales pitch and 
forcefully emphasize quality con- 
trols, automatic production phases 
and other cost-cutting techniques. 


Annual Reports . . A basic way 
to sell stockholders and the public 
on the scope of your operations. 


Catalog Sheets . . In-plant photos 
of operations pertinent to items be- 
ing described gives added authen- 
ticity to copy describing close-tol- 
erance and testing stories. 


Hang Tags . . Relatively new use 
for in-plant photos. Ideal for pre- 
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Caml 


In quick, precise, illustrated stages, 
this remarkably different book covers 
both the creative and directorial 
aspects of developing a graphic ad- 
vertising idea and seeing it through 
to production. It emphasizes getting 
the right story across to the con- 
sumer without sacrificing good de- 
sign. Brisk descriptions explain each 

you follow. Hundreds of spe- 
tially selected illustrations demon- 
strate cach point. 


Techniques for mak 
layouts ond TV suede 


The book shows you, with sample 
after sample, what you get with 
various art tools, how to use them, 
what makes a composition ‘‘good,”’ 
how to choose type for readability, 
how to get the ad noticed—and read, 
how to apply your knowledge of 
production creatively, and much 
more. 


The ert director's job 


. is explained along with tech- 
niques for working with the copy 
staff, the account executives, and the 
clients. You see how to keep your 
creative spirit alive . . . how to 
et your money's worth when you 
uy art... how to run the depart- 
ment to get the work out and still 
keep the staff enthusiastic, and so on. 


JUST PUBLISHED in the 
McGraw-Hill Series in 
Marketing and Advertising 


324 peges 2%, x 11 $13.50 


ALMOST 1,000 ILLUSTRATIONS 
Written and designed by 
STEPHEN BAKER, Senior Art Di- 
rector and Group Head at Cunning- 


ham & Walsh—well known in the 
field for his unusual creative talent. 


10 DAYS’ 
FREE 
TRIAL 
Mail 


NOPE RCM eel MRO AML UAV ALE LSD RE LANE 


—— 

I McGraw-Hill Book Co., Dept. AQ-8 

| 327 W. 41 St., New York 36 

| Send me Baker's Advertising Layout and Art Direc- 
tion for 10 days’ free examination on approval. In 

lio days I will remit $13.50, plus few cents de- 

| livery costs or return book postpaid. (We pay 

any costs if remittance accompanies coupon; 
same return privilege.) 


Name (print) 
Address . 
| City 
| Company 
1 Position 
| For price and terms outside USA, write McGraw- 
y Hin Int’l., N.Y.C AQ-8 l 
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cision-made consumer goods. Gives 
prospect a free factory tour at im- 
portant point-of-sale. Brings your 
company home with purchased 
product. 


Point-of-Sale Displays .. In- 
plant photos are used by phar- 
maceutical firms and tobacco peo- 
ple to illustrate advanced methods 
of manufacture or processing. Ideal 
for dairies and watchmakers. 


Product Leaflets . . Gives integ- 
rity of manufacture, reflects mod- 
ern methods, highlights exclusive 
features and places brand a rung 
above competitor suffering from 
hiding sickness. 


Publicity . . Original in-plant 
photos get better editorial breaks. 
New equipment and products “in 
action” are welcomed by consumer 
and specialized business publica- 
tions. 


Recruiting Literature .. In- 
plant photos show employment and 
advancement possibilities to pros- 
pective, highly-trained employes. 
Ideal for integrated manufacturers 
with designing, fabricating, assem- 
bly, sales and service departments. 


Stationery . . Excellent for special 
promotions or to depict divisions of 
a multi-branch operation. 


Sales Portfolios . . An easy way 
for prospects to take a tour of your 
plants, introduces them to special 
facilities and helps make important 
sales points. Maximum multi-use 
can be made of in-plant photos by 
using special presentation items de- 
signed as photo aids. 


Albums of acetate sheets can be 
supplied to salesmen assigned to 
“pitch” a manufacturing sequence, 
assembly or shipping/warehouse 
story. Some acetate protectors have 
pregummed mounting sheets to hold 
photos. Many multi-vision albums 
have space for indexing. The right 
photo can be found in an instant to 
back-up a sales point. 


Flip files give the advantage of 
25° or 45° presentation. A photo 
series gets complete tray insert/re- 
placement flexibility. 

Photo presentation binders are 
ideal for taking small groups on a 
pictorial tour of plants. Acetate or 
plastic inserts give full protection to 
bew prints, color photos and trans- 
parencies. 44 


Turns Photos Into Line 
Art—Without Artwork 


Photographs can be made to look 
like line drawings through a photo- 
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Attention 
getters: 
MACK’S 
““MOPPETS”’ 


Hundreds available. 
Exclusive use. 
low priced. 

Write your needs 

and request sample. 


DOUGLAS MACK 
1550 Church St., 
San Francisco 14 
Phone: Mi 7-5377 


The only one who laughs is 
Gramps and I borrowed it 
from him! 


READY-TO-USE CARTOONS 


Put Bounce in your Bulletins ! 5000 pro- 
fessional repro proofs sent to you now. 

¥%  00all-new proofs in spiral-bound Annual 
“each year. B. F. Goodrich, General Mills use 
"em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs. 


© STIVERS STUDIO - BOX 3684 - SAN FRANCISCO 19, CALIF. 
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graphic process known as Conti- 
Line. HH Art Studios, Dayton, Ohio, 
which performs this service, has 
issued a sample brochure detailing 
the Conti-Line technique. 

Given suitable copy from which 
to work, Conti-Line prints give the 
appearance of expensive drawings 
and are suitable for line reproduc- 
tion. The process retains the photo- 
graphic exactness of the original 
continuous line photograph or 
drawing, the studio claims. Best 
results, they add, can be obtained 
from copy having a full range of 
intermediate grays between black 
and white. Interestingly enough, an 
extreme contrast photo does not 
assure a good Conti-Line print. 

The brochure, available upon re- 
quest, contains prices, information 
on what the buyer must do to as- 
sure satisfactory prints and details 
on how to order economically. Sev- 
eral samples of photographs con- 
verted to Conti-Line prints are 
included. 

+ for more details circle 803, page 123 





Visual Control Board eae 
Weighs Eight Pounds tiga CRESCENT CARDBOARD COMPANY 


A new visual control board, with iad hid 
an erasable writing surface, for 
simplified scheduling and charting 
has been introduced by L. D. Ble- 
hart Co. 

The new “Vis-U-All” is a 36x24” 
one-piece unit of mahogany ve- 
neer and plasticized wood. The face 
is white and has a permanent black- 
lined grid with a glass-like plastic 
laminated finish. The unit, which 
comes complete with hinges for wall 
mounting, is portable and weighs 8 
pounds. 

Vis-U-All takes grease pencil 
writing which can be removed in- 
stantly with a cloth when desired. 
The unit come complete with an 
assortment of headings on pressure- 
sensitive tape which can be easily 
applied and removed. It sells for 
$24.50. Further information can be 
obtained from L. D. Blehart Co., 10 
Fiske Pl., Mount Vernon, N. Y. ‘44 


H 0 RAT ' 0 ALGE Fi we're self made. We went out, 


all by ourselves, and rounded up the very best artists we could find, the very 
best production technicians. So if you want your presentations, promotion and direct 


mail pieces to be Rich, Happy and Famous... remember that it's ever 


SWZ ONWARD & UPWARD SZ NB NB NB 


at Rapid Art Service, 304 East 45th Street, New York 17, MU 3-8215. 


To Hell with inspiration. | ail that CME HENS COM SHINS COM GHGS COM SIS COMED 


layout in 15 minutes. 
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How We Got the Photo 
Number 17 in a Series 


How an Ad Campaign was Built 


Aetna Insurance came up with a fine idea 
for an exciting campaign, but it led to a search 
for just the right kind of photos. 
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around Stock Photographs 


By Robert E. Brown Jr. 
Director, 

Advertising Department 

Aetna Casualty and Surety Co. 
Hartford, Conn. 


From the very first appearance of 
the initial advertisement in the 
7Etna Casualty’s 1959 national ad- 
vertising campaign, people have 
been asking (1) how we arrived 
at the basic idea, (2) where we 
found the picture of 53,949* pen- 
guins. They both came very hard. 

For some years now, competition 
in the insurance industry has been 
steadily increasing between compa- 
nies like our own, which sell only 
through independent. agents, and 
so-called “direct-writing” compa- 
nies which sell through salaried 
employes. 

At AXtna Casualty, we believe the 
important basic difference between 
the protection provided by the “di- 
rect writers” and companies like 
our own is in the personal service 
of our thousands of agents, each an 
independent businessman in _ his 
own community, coupled with the 
personal service of our hundreds of 





*This is the count of AR Editor Robert B. Konikow. 
Frankly, we think he missed the one peeking out from 
behind the clump of grass in the lower right cor- 
ner. . . REB 


carefully trained salaried claim rep- 
resentatives. 


> This is what we had in mind 
when, in 1955, we started referring 
to an AXtna Casualty policy as “The 
Policy With The P.S.” From the 
very beginning, we concentrated 
our advertising efforts on building 
identity for that phrase. We pointed 
out over and over again that “P.S.” 
stands for personal service—the 
tremendously important extra val- 
ue which makes an AZtna Casualty 
policy insurance at its best. 

This year, we felt the time had 
come to define more sharply this 
difference—this extra value—to 
dramatize more clearly just what 
we mean by PS—Personal Service. 


> We held conference after confer- 
ence with our agency, Wm. B. 
Remington Inc., Springfield, Mass. 
Literally dozens of campaign ideas 
were worked out and considered. 
As you can doubtless appreciate, 
however, personal service as it re- 
lates to insurance is not easy to 
illustrate in a new, unusual way. 
The traditional agent-talking-to- 
family scene and the agent-deliver- 
ing-claim-check scene have been 
overworked for years. 

It was during one of our many 


conferences, however, that my 
right-hand man, Assistant Director 
W. J. O’Meara, made a remark 
which got us off and running. Mr. 
O’Meara said, “You know, what we 
are really trying to get across is 
that when you have an Attna Casu- 
alty Policy, you are treated like an 
individual—not just pushed around 
like one of the herd.” 


> Someone from the agency grabbed 
this thought and in no time at all 
we were in business. That’s how the 
basic idea for our 1959 campaign 
was born. It took just a few pic- 
tures, clipped from magazine files 
and incorporated into rough lay- 
outs to interpret this idea to our 
top officials and gain their en- 
thusiastic approval. 


> The next step was to locate the 
kind of photographs we had in mind 
and this proved to be more difficult 
than anyone ever anticipated. 

A quick, preliminary check of the 
big “stock photo” houses soon made 
it apparent that although there was 
no shortage of animal pictures, the 
right ones to put across the “herd” 
idea were few and far between. 
Naturally, we had certain “ground 
rules” governing our choice and 
these further complicated this se- 


Picture Credits 


Penguins: Norman 
Laird, Pix Inc. 
Sheep: Herbert Lanks, 

Freelance Photog- 
raphers Guild 
Goats: Tom Hollyman, 

Photo Researchers 
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MARKING 


GLASS? 


Blaisdell markers 


do the trick 
CHINA-MARKER 


Unsurpassed for bold, bright 
marking on all surfaces. i 
and durable—adheres firmly—1 
vivid colors. 
OMNIMARK—Thinner diam- 


eter lead for fine line marking. 


MECHANICAL PENCIL 


Convenient propel-repel action. 
8 brilliant, all purpose leads with 
barrels to match. 


AT BETTER STATIONERS EVERYWHERE 


Test the marker that suits your needs. Send 
for sample naming this publication. 


blaisdell 


PENCIL COMPANY 


BETHAYRES, PA. 
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lection. For example, animals with 
unpleasant connotations, such as 
pigs, were out. 

Letters were sent to photographic 
suppliers, to the Library of Con- 
gress, to various Federal and State 
agencies, to magazine publishers 
and tv networks and to scores of 
individual photographers. Local li- 
braries also were visited. 

In all, thousands of pictures were 
received and examined. There were 
snapshots, big blowups and color 
transparencies; new photographs 
and old; all showing various sized 
groups of almost every conceivable 
kind of animal. 


> The penguin photograph (by Nor- 
»man Laird on the Island of Mac- 
* quarie in the sub-Atlantic latitude 
of 54° south) was selected immedi- 
ately to lead off the campaign be- 
cause of the unanimous enthusiastic 
reaction indicated by everyone who 
say it. In almost every case, the 
comment was the same, “ ; 
did you ever see so many pen- 
guins!” Only the expletives varied. 

Following the penguins, there 
will be sheep, ducks, goats, and cat- 
tle. At least, this is the present list. 
We are continuing the job of 
searching and digging, always hold- 
ing out for something a little better 
if we can find it. 


> Incidentally, the animal series is 
but one of three campaigns we will 
be using this year. The animals will 
be used in Life, Saturday Evening 
Post, and Sunset. 

We will be using another series 
of advertisements, featuring illus- 
trations by the well-known car- 
toonist George Price in Time, News- 
week, and Nation’s Business. These 
advertisements will be directed 
specifically to the average business- 
man, or small manufacturer. 

Finally, we will have a third 
series running in Fortune, Business 
Week, and The National Insurance 
Buyer in which we feature large 
nationally known industrial firms 
which are protected by Aitna Cas- 
ualty insurance. 


> We believe that through use of 
this three-pronged approach we 
will be reaching a larger segment 
of the insurance buying public than 
ever before with our story of PS— 
Personal Service. Another big plus 
factor which has given us cause for 
considerable gratification has been 
the favorable reaction of A®tna Cas- 
ualty agents—the men whose job it 
is to sell the protection and deliver 
the personal service we advertise. 

To enable these agents to tie in 
with our program, we provide a 


MR. JONES! 


our business rks His protemons! methods 
aught oe 2 heb by cmbeazling employers than were proneered by fitma (asualcy And he backs 


TNA CASUALTY © 


in Cay ent ene, ameguy ¢ Ain wih ine Lite Nene Campa 2 Sedat Vin teameemer {amy 


Cartoon Campaign . . . Another series, 
which ran at the same time, featured 
cartoons by George Price. 


wide variety of newspaper mats, 
posters, reprint mailers, folders, etc. 
So far this year, Atna Casualty 
agents have ordered more of this 
tie-in material than ever before, 
thus indicating in a practical way 
their approval of our efforts. We 
could not ask for more. 44 


‘Mack’s Moppets’ Star 
In Studio Catalog 


A catalog of “Mack’s Moppets,” 
original baby photos for advertising 
use, is available from Douglas Mack 
Studio, San Francisco. 

The more than 100 photographs 
reproduced in the catalog are only 
a sampling of the hundreds on file 
at the studio. Actual photos are 8x10 
glossy prints which will crop to 
either vertical or horizontal propor- 
tions. The catalog includes details of 
prices, terms, how to order and spe- 
cial services. 

Baby photos are a specialty with 
Douglas Mack who claims he has 
the largest, most select group avail- 
able. 


- for more details circle 827, page 123 


Lucky Brown Customers 
Laugh Again With Eddy 


Now that another year is well ur- 
derway, chuckles are still bouncing 
off thousands of office walls beczuse 
of Bill Eddy’s 1959 Brown Insiru- 
ment calendar. 

Mr. Eddy, the “bad boy” of in- 
dustrial cartooning, has been putting 
out the cartoon calendars for Brown 
Instruments Division of Mirnne- 





a new fast way to 
accurately indicate 
blocks of copy 


Holle ullonhe to chon Hollhhe oll 
tho ytlo oho ohon Hol clbhe ollollud 


oho Hol cle cllatle cyuetle utlonhe yloo how Hol 
cllober cotlottes cyesatter salboestees y thes elects Meet clleber cote 
of clhhe ollotle cynatle ullowhe yile ohow Hel clhhe 
ohow Hol cthho oltolly cynetle ullowhe ytlew howe Hel 
the ollotle cyuwolle wtloules ylle chert tl clhe alte 
af cthhe ollolly cynotlo allodhe ythy ohow tot cthhe 
theo Hest clldhes valley cynics vallerhes ytten non Met 
tlhe ollatle cyuolle ullowho yl chon thi cle otk: 
ot cle oltaths cynetle ullowhe yile oben Hel ethhe 
chow Wel cthhe allolly ¢ynolle ullonhe yoo how Het 
clehe ctletle cyretio: atlorhe ythe chow Hel clthe calle 
ol elhohe ellalls cynotte wllewle ylhe when Hot ether 
chow Hol lib alletle cynalte vllewhe yitee lon Met 
tthe allele cynotio ulleshe yilo chon Hel cllhe clte 
11 lhe allele cynotte ullonhe ylle ohn Hel ctbhe 


the cynotlo alloy 
ouho ytle 
Hol clhheo clletly 


clicker calltlae cyraltes allasee 
of clhhe allele cynalle alk 
chews Hol elke allotty eye 
Maher catheter cyneedtle calle: 
ob elteboo callattes eyvsates sll 
ohon Hol cthhe vllatle evn 
Biches eatleatles cyraeetle calhonl 
ol clhhe oltolle cynello all 
cohront Hed ete ellie eye 


Ubrtoe collet cyevetbes athens 

cal cllobis olledlr eywalte all 

cohen Hed cthhe edledle eyae 

Milocs catlale eyreles vallsesacs yes valeoes Med elllaes cen 
col clleho cattedlbe cymeles salleters yl lve Head ettehes 
cafecoe Meal ellecs coaster exyeneathn allesilees yews Irene He 
Hlake> ellesthe cyweathy sillier ythy elon Met ellabes ce 
col elleees cllectles eywails wallenshes yl eho Hot tthe 
close Med Mths ellettes eyuealtes sallenties yews leone Medd 
¢Hisher colteattes cyereatles callout ytle cohen heel cllebe eolhe 
wl clhedey otalts cymutte ullonhe ytle cbew Hel cite 
chon thal che allaty cywotle rllenhe ytleo bow Hol 


chen Hel cthhe ollolte cynotle allonhe ytlon how Het 


for layouts with... 


Craft?nt 


Cth. ellaths cynalte ullershe y the chow thot clhe oth 
cob Haber calteattey cyrvealies salllevsties yt chen Met cheba 


New thin-gauged, self-adhering acetate sheets give the impression of “indicated” lettering. Craftint 


COPY-BLOCK is designed to indicate blocks of copy quickly and accurately on comprehensive lay- 
outs and dummies. 


The new sheets relieve artists and layout men from the tedious job of drawing even pencil lines to 
indicate a block of copy. 


COPY-BLOCK is easy to use. Just place the sheet in position on the layout, cut to the size desired, 
remove backing sheet and burnish down. 


COPY-BLOCK is-available in the three sizes of type generally used in body copy . . . 8, 10 and 12 
point. The lines contain the normal leading that would be found in text matter. 


In addition to the three sizes, a sheet containing all three point sizes is also available. Order CB 8-10-12. 
Standard COPY-BLOCK 8” x 12” print area 
Thermo COPY-BLOCK (Heat-resisting adhesive) 8" x 12” print area...$1.10 per sheet 


FREE Craftint’s Brand new, Shading 


Mediums Catalogue #4... featuring the world’s 
most complete line of shadings, symbols and 
alphabets! Craf-Type * Craf-Tone + Craft- 
Color + Craft-Copy * Copy-Block * Double- 
tone Drawing Paper * Doubletone Tracing 
Vellum * Singletone Drawing Paper * Multi- 
color Process * Top Sheet Shading Films! 
@eeeaeeeoeeae eo eoeoeoeoeooeo ee eee 8 


, : Sample of Copy Block Pattern 


He cynolle ullowhe yloo hon Hol cthhe cttictte cyttegge 4 
» sallersabecs yiler colecore Heol cilbees colbeoter cyssedhes cllenber yll 
alle ullonho yllo chow Hol cthhe ollotlu cynaticy jatt 
He cynollo ullonhe yloo how Hol cle cittattu cytteyges | 
CB-8 8-Poini 
THE Craqtimt manuracturine co. 
1615 COLLAMER AVENUE «+ CLEVELAND 10, OHIO 


Yes, send me FREE the world’s most complete Shading Medium Catalogue [] 
Yes, send me FREE actual sample of Copy-Block Pattern 


© yllo ohouw Hol clhho ollollu cynollo alle 
hhe ollolly cynolle ullowhe yllo ohon Hol cll 
allot cynollo ullonho ytle ohon Hol clhhe 
CB-10 10-Point 


NAME 


TITLE 
clhhe ollol lucynollo ullonho yllo ohor 


Holle ullouhe yllo oheow Heolelhhe collet 


the ytlo oho ohow Hol clhho ollolly cy 
CB-12 


COMPANY 
ADDRESS 


CITY. ee ccecertinsini OO ceexesinisibabiitiiicias 
12-Point 


MY LOCAL ART DEALER IS. 
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if you use glossy photos for 
advertising, promotion or 
publicity ... 


if you appreciate the advan- 
tages of using highest quality 
photos... 


and still like a good deal on 
price 

if you need prints right now 
when you need them... 


ou, sir, are a natural to do 
usiness with QPC* 


write for samples and price list! 
(or phone, it’s quicker) 


QUANTITY PHOTO CO. 


119 W. Hubbard St., Chicago 10, Ill, 


SUperior 7-8288 


Menmcl 


INTRODUCTORY OFFER! 


SPeerSeseseoees 


Send just $1 for complete current issue 
of ART DIRECTOR'S CLIP KIT — 
world's finest ready-to-use art service. 
Regularly $8.95 a month, it saves many 
times its cost in hours and dollars. Used 
by many top-drawer advertisers. Actual- 
ly test it right in your own office, then 
if you wish to continue on a month-to- 
month subscription basis, pay only $8.95 
per month (plus sidenet on quarterly 
invoice. Even lower annual and semi- 
annual rates. You may, of course, cancel 
at any time. Send your dollar today! 


' 
VOLK, PLEASANTVILLE 37, NEW JERSEY 
Rush current issue of ADCK for dollar en- 
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a cccccccescceccsceseseesccess 


“How about it, 
Charlie — Getting a 
feeling of 
dimension?” 


apolis-Honeywell Regulator Co. 
since 1938. 

The cartoons, done in water 
colors, poke fun principally at elec- 
tronics, rockets, current events and 
the Army, Navy and Air Force. 
Typical cartoons show such things 
as test laboratories full of beat-up, 
meaningless gadgets (“Now that it’s 
passed shock, vibration, heat and 
humidity tests, let’s get it work- 
ing.”) and top level management 
conferences with sagging line charts 
on every wall (“Now let’s get back 
to the plant and radiate confi- 
dence.’’). 

More than 70,000 of the 1959 cal- 
endars have been distributed this 
year to Brown Instruments cus- 
tomers all over the world. Demand 
always exceeds supply and keeping 
the mailing list within reasonable 
limits is always a trying job, Brown 
officials report. 

By no means a full-time artist, 
Mr. Eddy currently heads a com- 
pany which takes him on extended 
foreign jaunts where he maps tele- 
communications systems. But he 
never travels anywhere without a 
giant brief case equipped as a 
“portable art studio.” 44 


New 35mm Processor 
Handles Film Faster 


A portable, rapid 35mm processor 
has been introduced by the Indus- 
trial Products Division of Fairchild 
Camera and Instrument Corp., Long 
Island. 

The “Mini-Rapid 35” can process 
35mm film automatically at speeds 
up to six feet per minute. Four 
hundred feet of leaderless film can 
be processed at one loading and 
operation can be conducted under 
daylight conditions on any size film 
spool. 

The unit weighs 120 pounds and 
is 15x13x37”. The key to its capa- 
bility is the patented plastic drive 


insert in each solution tank. This 
drive transports the film while pro- 
viding solution agitation and 
squeegee action. 

Operation is almost completely 
automatic and the unit is able to 
correct for over or under develop- 
ment or exposure by varying the 
processing speed. 

Complete information is available 
from Industrial Products Div., Fair- 
child Camera and Instrument Corp., 
5 Aerial Way, Syosset, Long Island, 
N. Y. 44 


File Maker Issues 
Catalog Supplement 


Artists and designers with stor- 
age problems may find solutions in 
the latest catalog supplement of 
Plan Hold Corp., South Gate, Cal. 
manufacturer of vertical filing 
equipment. 

Designed especially for filming 
maps, blueprints, drawings and 
other large flat work, Plan Hold 
vertical filing racks permit filed 
matter to remain flat, dust-free and 
easily located. 

The booklet, a supplement to the 
company’s regular catalog illus- 
trates and gives specifications for 
various of the company’s new filing 
accessories. Cabinets, pigeon-hole 
files, rotary files and files for stor- 
ing rolled up material are among 
the miscellaneous products featured. 

+ + for more details circle 828, page 123 


New Brochure Describes 
Speedy Scaling Unit 


A new brochure on the Scaleo- 
graph, automatic tool for scaling 
artwork, is available from the man- 
ufacturer, Brandt Corp., New Or- 
leans. The brochure lists the ad- 
vantages in time and accuracy of 
using the Scaleograph and explains 
its operation. 

The device is a cropping and scal- 





SALES 

SEEM HARD 
TO 

COME BY 


.@ WAGNER 


CHANGEABLE 
COPY 
BOARD 


Selling today demands fast 

action, flexible advertising that is geared to the times, 

the day, even the hour. Wagner Boards permit 

changes by the HOUR! To sell ‘em you have to tell em what you 
have ... what it costs... and where to buy it. 


Wagner Boards keep goods on the move. That's why so 
many are installing them and then reporting 


u 
Hh fabulous results. Once installed they cost practically 
th nothing—just go on making money for you. 
i He Send for free data file. 


ERY EREAESE # 
WAGNER SIGN SERVICE, INC. 
MER | tt 112 S. Hoyne Avenue Chicago 12, Illinois 
4 Please send free data file on Wagner Changeable Copy Boards. 
NAME 
FIRM 
STREET. 
CITY & STATE 


pe SIGN SERVICE, INC. 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 

photos 


in the busi- 


_ ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


MAJOR PHOTO Co. 
Commercial Photographers 

116-118 W. Ohio St. + Chi 10, Illinois 

Dept. A-8 e Telephone: MI chigan 2-5651 


ANY EXTREMES 
from type, lettering, logos,art 


Plaza 3-4943 
FLEXO-LETTERING CO., INC 
305 East 46 St., New York 17 
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ing tool which consists of two L- 
squares and a locking device. Once 
the composition of the subject has 
been established, the proportions 
are “locked in,” making it possible 
to enlarge or reduce the artwork 
without re-establishing the propor- 
tions. Odd shapes and mortises can 
be cropped and scaled in a matter 
of seconds, claims the manufac- 
turer. 

The Scaleograph was invented by 
Robert C. Brandt, art director, 
Bauerlein Advertising, New Or- 
leans. 

. + « for more details circle 829, page 123 


Stock Art For Mimeo 
Adds Professional Look 


A new collection of art which can 
be traced for mimeograph repro- 
duction has been made available by 
A. B. Dick Co., Chicago manufac- 
turer of duplicating equipment, to 
its distributors across the country. 

The new collection, No. 58-87C, 
contains 78 pages of illustrations— 
more than 400 individual drawings— 
arranged with subject identification 
for easy filing. The drawings have 
been divided into five main cate- 
gories—seasons, holidays, sports, 
sales promotion and company pub- 
lications. An accompanying index 
further speeds up easy reference. 

Each drawing is printed in red 
for maximum tracing visibility. The 
collection, available through A. B. 
Dick distributors, retails for about 
$2.90. 44 


Folder Samples 
Studio Art 


A folder is available containing 
examples of the art produced in 
Charles W. North Studios, New 
York. Included are samples of de- 
sign and layout, illustration and 
photography. A list of the studio’s 


services also appears in the folder. 
+ for more details circle 830, page 123 





You Get Things Done With 
Boardmaster Visual Contro/ 


* Gives Snakes oss Fan Your Operations 


* Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


* Simple to operate — Type or Write on 
Cards, Snap in Grooves 


*% Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


*% Made of Metal. Compact and Attractive. 
Over 350,000 in Use 


Complete price 4.Q>° inciuding cards 
EREE 24-PAGE BOOKLET NO. R-400 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. © New York 36, N. Y. 


CUSTOM MANUFACTURED 


FOR 

CATALOGS «SALES PRESENTATIONS 
LOOSE LEAF BINDERS*SAMPLE BOOKS 
SALES MANUALS «SERVICE MANUALS 


THE S. K. SMITH CO. 
) AVE 


2857 N. WESTERN tLe te: 18 


a aed LEVELAND 13 LOS ANGELES 45 


’ . 
AR’s 22,000 Circula- 
tion is Hand-Picked 
for Buying Power 
Nowhere else can you get such 
coverage, so carefully tailored 
and so precisely directed to buy- 


ers of advertising services, mate- 
rials, equipment supplies. 


Get in AR! 





By William Gordon 

Advertising Manager 

Borden’s Pharmaceutical Division 
New York 


The principal problem facing a 
manufacturer who makes products 
advertised only to physicians is to 
continually find new ways to reach 
the busy doctor. The doctor’s prob- 
lem is to budget his time so that he 
can treat his patients, and still stay 
in touch with the fast-breaking de- 
velopments in the complex world 
of medicine. 

Manufacturers have found that if 
they can help the physicians keep 
up to date on new developments in 
medicine, they will be rewarded by 
increased interest on his part when 
they seek his time to talk about 
their products. Devices now used to 
accomplish this include weekly or 
semi-monthly newspapers, films, 
closed-circuit tv shows, symposi- 
ums, tape recordings, and LP rec- 
ords. 


> We believe we are the first com- 
pany to use a quality LP record as 
part of a continuing program of 
postgraduate education for selected 
physicians. The idea of the record- 
ing was developed by us in co- 
operation with our agency, Paul 
Klemtner & Co. Inc., Newark, N.J. 

We turned to LP because we felt 
that this would be an excellent way 
to provide complex information 
about medical subjects in an easy- 
to-understand and unique fashion. 
We also decided not to have any 
“commercial” on the record. In- 


How Borden ‘Ss 
Says its Say 
fo Doctors 


To reach busy physicians, Borden's has 
adopted LP records, which catch the dis- 
cussion of experts on topics of interest. 


stead we felt that by confining our- 
selves to information only, we 
would receive more benefits in 
physician goodwill. 


> The first record provided physi- 
cians with the comments of four 
well-known physicians on “Cow’s 
Milk Allergy.” In order to provide 
some heightened interest on the 
subject, we stimulated and then re- 
corded a conference telephone call 
among physicians in Minneapolis, 
Seattle, and Rochester, N.Y. 

In the discussion, the participating 
physicians (all experts in infant 
nutrition) talked about the diag- 
nosis, treatment and prevention of 
cow’s milk allergy. We felt that this 
record would help us expand our 
market for our product MullSoy, an 
alternative to cow’s milk. 

“Cow’s Milk Allergy in Infants” 
was a 10 inch, 331/3 rpm record- 
ing, about 14 minutes long. The 
printing on the album cover gave 
additional biographical information 
as well as a complete bibliography 
documenting the published mate- 
rial on the subject. 


> The success of this record rein- 
forced our knowledge that in order 
to sell special products, we had to 
help create the market. Since cow’s 
milk allergy is a complex subject, 
the Borden LP was able to elicit 
considerable interest as a source of 
information. 


@ How the Records are Used... 
The most difficult part of a detail- 
man’s job is getting in to see the 


busy physician. We discovered from 
the first LP that physicians were 
favorably impressed with our rec- 
ord and were grateful for its form 
and content. 

We did not actively advertise the 
availability of the record. Instead 
the detailmen would discuss the 
record, and then ask the physician 
if he wanted one for his own use. 

Doctors told our men that they 
liked the Borden LP because it pro- 
vided up-to-date information in a 
new and interesting form. They were 
able to take the record home and 
listen to it when they had a minute 
to relax, while adding to their 
knowledge. 

Of course when the detailmen re- 
turned to deliver the record (al- 
most none were mailed), he had an- 
other chance to talk about our prod- 
ucts. 


© Hospital Use ... As a supplier of 
products which are important to in- 
fant nutrition, we are anxious to 
be of service to the staffs of hos- 
pital nurseries. Our men have found 
that they can often get hospital co- 
operation in arranging for playings 
of the Borden records. These ses- 
sions are usually followed by ques- 
tion and answer periods. The detail- 
men, or district managers, have ar- 
ranged for hundreds of these record 
sessions, and report a most favor- 
able response by both physicians 
and nurses who have attended them. 


@ The New Borden Record . 
“Cosmetic Sensitivity” is the latest 
Borden LP. We think it is the best 
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of the series and have ordered 10,- 
000 records for the initial pressing. 
This is a record for those physicians 
(dermatologists and selected gen- 
eral practitioners) who often see 
skin conditions which may have 
been caused by an allergy to cer- 
tain elements in ordinary cosmetics. 
Since we now have a complete line 
of hypoallergenic cosmetics (pro- 
moted through our Marcelle Cos- 
metics Div.) it is a natural subject 
for a LP. 

“Cosmetic Sensitivity” was re- 
corded “on location” at Cornell 
Medical College, New York. It pre- 
sents (in about 30 minutes) the 
highlights of a three-hour discus- 
sion among leading dermatolo- 
gists and a general practitioner. 


® Cost of Promotion via LP’s .. . 
To date (including the new LP) we 
have ordered 35,000 LP recordings. 
The cost of this promotion repre- 
sents about 1/30th of our annual 
budget. The records we have pro- 
duced compare favorably with those 
purchased at $2.98 at record shops. 


© Production . . . The production 
of the records depends on the sub- 
ject matter involved. However, the 
steps are roughly as follows: 


1. Idea . . . Working with our ad 
agency, Paul Klemtner & Co., we 
evaluate requests from physicians 
and suggestions from our detail- 
men on subjects they would like to 
have discussed on a LP. We then 
try to see how one of those can be 
integrated into a current Borden 
product we wish to promote. Once 
this has been decided, we pick our 
subject. 


2. “Talent” . . . After choosing the 
subject, the agency researches it 
thoroughly, choosing expert physi- 
cians in the area to be covered. 
They contact a few, and arrange to 
have the physicians meet to talk 
informally about the recording. 


3. Recording . . . After a moderator 
has been choosen among the physi- 
cians, he then organizes the subject 
matter so it will be suitable for re- 
cording. Hertz Studios, Newark, 
then sets up recording equipment at 
the chosen location and tapes the 
entire discussion. 


4. Editing . . . The final tapes, sev- 
eral hours of discussion, are edited 
to about 30 minutes. 


5. Production . . . After all physi- 
cians concerned have a chance to 
hear and approve the final edited 
tape, we check it and then turn it 
over to be produced. The record di- 
vision of Film House Inc., New 
York, then produces the quantity 
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Before the Recording . . . Panel mem- 
bers, seated, warm up before taping 
their discussion. The author is standing, 
center rear. 


we have ordered. They also pro- 
duce the album cover, labels, and 
supply the kraft envelope for each 
record. 

We do not mail the record out 
to the individual physician, but we 
do send copies to each of the 85 
medical schools and to selected li- 
braries in the country. 


© How We Evaluate the Results 
. . . It is extremely difficult to fix 
a dollar value on the effect of our 
LP record promotion. We do know 
that sales of all Borden products 
that have been featured via a rec- 
ord have climbed nicely. We also 
have the reports from the field 
stating the detailmen’s point of 
view. For example, soon after we 
made the recording on “The Aller- 
gic History” one of our men wrote 
in the following comment. 


“Almost without exception the 
doctors felt that it was excellent. 
I feel that it did more to sell, es- 
pecially the younger men [physi- 
cians] than anything else we 
have had in the way of promo- 
tion.” 


On the LP “Hydration in Rela- 
tion to Infant Feeding,” I got the 
following comment: 


“This new recording has been 
very well accepted and the men 
who have heard it feel that we 
are performing an excellent serv- 
ice that is saving time for the 
doctors.” 


Another important aspect of these 
records is the stimulating factor that 
the detailmen use in talking about 
them to physicians. We have many 
requests for records on medical sub- 
jects that physicians feel they need. 
Getting physicians enthused about 
a promotion is not easy, and we cer- 
tainly are happy that these records 


have been able to accomplish this. 


® Market Survey ... In order to 
find a somewhat objective method 
of evaluating the effect of these rec- 
cords, we sent out questionnaires on 
baby feeding. The first mailing was 
sent to a random sample of physi- 
cians throughout the country. 

We then selected 500 MD’s in the 
New York-New Jersey area and 
sent them a Borden LP. We re- 
peated a mailing of the same ques- 
tionnaire, about four weeks later, to 
this group. 

There were several questions, the 
most important of which was, 
“Which manufacturers keep you 
best informed?” 

Physicians on the list to whom we 
sent the LP record answered “Bor- 
den” five times more frequently 
than those who had not received the 
LP by mail. This was gratifying in- 
deed, and adds more impetus to our 
continuing program of LP records. 

We believe that the use of LP 
records by pharmaceutical manu- 
facturers will undoubtedly increase 
in the years to come. As the pioneer 
company to utilize this medium we 
believe we have set a high mark 
at which others will have to aim. 44 


. With built-in 
sound system, this lectern, from RCA, 
need only be plugged in to use. 


Electronic Lectern . . 


New Portable Lectern 
Doubles in Sound 


A portable sound system, styled 
in a lectern design, has been intro- 
duced by the Radio Corp. of Amer- 
ica, Camden, N.J. 

Marketed under the name “ ’Lec- 
tronic Lectern,” the unit sets up 
quickly and can be operated from a 
wall outlet or batteries. It contains 
a miniature tv-type microphone, 
hi-fidelity loudspeaker and a tran- 
sistorized amplified for projecting 
sound to audiences up to 600. 

A folder is available. 

- for more details circle 807, page 123 
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REPRODUCED IN 4 COLORS BY OFFSET LITHOGRAPHY ON SPRINGHILL VELLUM-BRISTOL BASIS 67 (221/2% 281/ 2), SHEET SIZE 39X58, PRINTED 16 UP AT 4,000 IPH. 


Give you any good ideas for fixing up your patio? 


This faithful reproduction of a photograph by Paul Dome is printed on Springhill 
Vellum-Bristol, one of America’s new first family of fine papers by International Paper. —>- 





Your good printing—on our good International Papers — 
can bring new products to millions in their own homes 


“\HIS INSERT, printed on new Springhill 
Vellum-Bristol, is proof of the beautiful 
results you can achieve with this 100% 
bleached sulphate sheet. 
Notice its brilliant clean-white look. Its 
glare-free qualities. Its great strength. Its 
bulk vs. weight ratio. Then expect to be 


surprised by this paper’s economical price! 

Leading printers find that Springhill 
Vellum-Bristol is ideal for letterpress, 
offset-lithography and silk-screen printing. 
Now available in improved white, plus six 
attractive pastel colors, Springhill Vellum- 
Bristol is made to order for menus, covers, 


die-cut cards, magazine and catalog in- 
serts, direct-mail pieces—any job that must 
combine quality, versatility and economy. 

Ask your paper merchant for samples of 
Springhill Vellum-Bristol and information 
about the other printing grades in our new 


first family of fine papers. 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 





Symphony on Stereo 


. » » For concert use, placement of .mikes 
and performers is important. Here Nadine Connor has been 
placed close enough to the orchestra for proper coordination, 


but far enough away to separate the sound. The dual micro- 
phone picks up sound separately for television, on the left, 
and radio on the right or a single mike can also be used. 


When your Program goes STEREO 


Stereo broadcasting opens 


new dimensions to the tv 
advertiser, but it presents 
new problems, too. 


By Mildred Weiler 


Recently a prominent newspaper 
editor pointed up the great ad- 
vances in communications like this: 
“It does not matter how swiftly we 
can transmit our words to the ends 
of the earth if we have nothing to 
say.” 

The adman who uses stereo-tv 
needs to be sure he not only has 
something to say but that he knows 
how to say it well. Expense is 20% 
greater for stereo over regular tele- 
casting, exclusive of talent and radio 
costs, so greater care is necessary 
for that reason alone. The listening 
public is also more critical because 
you are presenting something new, 
something announced as improved 
quality. So it must be the best. 


> It all hinges on sound. 

First, there is the importance of 
getting a differential in sound for 
both tv and radio without spoiling 
it for those who listen on either one 
or the other. 

Second, it is important to get that 
greater brilliance and bite in the 
blended sound to make it the im- 
proved quality you are buying. 

Third, achieve objectives one and 
two with as little lost motion and 
production time as possible. 


> The radio and tv department of 


Stereo Arrangement 
With Paul Lavalle’s 
Laclede Concert Band, 
the brass is strong 
on the tv pick-up, 
with the lighter 
instruments placed 

on the right for 

radio pick-up. 


D’Arcy Advertising Co., St. Louis, 
first to use stereo telecasting for its 
client, Laclede Gas Co., on a regular 
commercial basis, shares its produc- 
tion know-how with us. 

Laclede, which has pioneered in 
regular tv with the St. Louis sym- 
phony orchestra since 1950, decided 
to make the switch to stereo-tv 
during the summer of 1957. In mak- 
ing the decision, board chairman 
Judge Robert W. Otto, the man re- 
sponsible for Laclede’s foresighted 
entrance into tv, gave three basic 
reasons: 
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Solve your 
Selling 
Problems 


SALES HELPS 
designed for you! 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems. Ideas and samples submitted 
without cost to you. 


PRODUCTS CO. 


SINCE 1928 
3211 W. Grand Ave., Chicago 51, il. 
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. To stay on top of the broadcast 
media; 

. To use the selling value of the 
newer medium; 

. To use live local stereo as a 
means of competing with net- 
work programs. 


> Step 1. . . a conference between 
the audio engineer and the conduc- 
tor was held very early in the pro- 
gramming. Stereo tapes were used 
to show the conductor how a dif- 
ferent placement of instruments 
achieves best stereo effect. This ex- 
perimentation with mikes and in- 
strument placements may take two 
or three hours but it pays off. 

They placed French horns, trum- 
pets, trombones, bassoons and other 
woodwinds on the left to be trans- 
mitted more strongly on the tv 
channel. Strings, harps and light 
reeds, such as flutes, are on the 
right, and the radio picks up these. 
This arrangement, which lessens to 
a slight degree only the quality you 
get on radio or tv, achieves the 
maximum quality for stereo. 

Another interesting effect the 
D’Arcy production staff developed, 
is the use of a single mike for a solo 
voice and use of another single 
channel for the accompaniment. 


> Step 2. . . Determine if the station 
has the necessary mikes and ampli- 
fiers for stereo pick up. D’Arcy finds 
the German Telefunken micro- 
phones the most satisfactory for 
musical production. If you can’t in- 
terest your station in securing the 
Telefunken which costs $400 each, 
you can lease them and cut costs. 


> Step 3. . . Be sure the studio is 
both big enough and acoustically 
right for good sound production. 
More space is required for a stereo 
telecast than for either a radio or 
tv production because the space be- 
tween instruments and musicians 
must be greater in stereo. 


> Step 4. . . The echo chamber. In 
spite of good seating and acoustical 
properties, it is important to embel- 
lish the orchestra or sound by use 
of the echo chamber. After three 
programs, D’Arcy worked out an 
arrangement with the audio engi- 
neer, Richard Koenig, KSD-TV, to 
give more brilliance and bite to the 
music. When the opera house of 
Kiel Auditorium is used for the 
stereo telecast, the lobby is used as 
the echo chamber. Music is piped 
into the echo chamber where it 
reverberates and is picked up by 
another set of mikes so that it gets 
the added brilliance. The echo 
chamber improves the quality of 
the music 15%. 


Triple Mike . Richard Eastman’s 
mike feeds the tv channel, Jean Madira’s 
the radio channel, while Susan Heinkel’s, 
in front, feeds both. There was enough 
cross fade between mikes to satisfy 
single-channel listeners. 


When the agency uses the edu- 
cational channel KETC at Wash- 
ington University for the broadcast, 
the gymnasium next door to the 
station is used as the echo chamber. 


> George Stemmler, tv account ex- 
ecutive for Laclede, points out that 
it is wise to secure a stereo tape of 
your program, which can be ob- 
tained for a fractional cost, so you 
can listen in detail afterwards and 
find your mistakes. With a stereo 
tape recorder it is also possible to 
hear what went out on radio only 
and on tv only simply by turning 
off the left or right speaker on the 
playback. 

This will help you build a better 
balanced program, for while your 
show must be a good stereocast, it 
must also be effective as a tv show 
in its own right, and a good radio 
show in its own right. 


> How well the Laclede program 
achieves this is evidenced by the 
1,000 letters received in the first 
week following the first stereocast, 
only 5% of which were negative. 
These came from radio listeners 
only who complained the sound was 
not all it should be on radio alone. 
Of the 5% only a few were actually 
negative. 

The most effective program for all 
three—radio, tv and stereo—is the 
use of an orchestra and chorus. 
These are simplest to handle. If a 
soloist is used this should be done 
to a lesser degree. Quartets and 
bands are also the more effective in 
stereo and tv than in radio only. 
Obviously a pantomimist would not 
project on radio, 





On one of Laclede’s stereocasts, 
there was used a five-piece “Roar- 
ing Twenties” quintet with clarinet 
and trombone on the tv mike and 
the rhythm instruments on the 
radio channel, Two pianos were also 
used on the program, one over the 
tv channel and the other on radio. 
This effect in stereo is good, as the 
staff at D’Arcy learned by listening 
to one of the stereo duo piano al- 
bums. “You can learn a lot by lis- 
tening to records that are done in 
stereo,” Mr. Stemmler said. 


> Because of the more sensitive 
pick-up of stereo, many problems 
can be alleviated by cutting down 
on movement both in the studio and 
the audience. Avoid moving people 
around in the show. Ask your audi- 
ence to make as little noise as pos- 
sible. A printed note in the program 


Closed Circuit Channel 
Provides New Ad Medium 


The possibilities of the first closed 
circuit channel in Chicago are de- 
scribed in a folder from Break- 
through Inc., Chicago. 

Shown on the Sheraton Hotel’s 
tv sets, Channel 4 provides a tv 
medium for advertisers beginning 
at 7 am. each morning and play- 
ing until 3 am. each night. 

The channel offers over 10,000 
exposures per week minimum, with 
comprehensive cooperation from 
the hotel via the bellboys who turn 
on the room tv sets to the Break- 
through channel ad the room 
maids who turn selector knobs to 
Breakthrough channel each day 
when the room is made up. 

Specific advertising applications 
for this medium include restaurants, 
nightclubs, specialty shops, gift 
shops, airlines, car rental agencies, 
transportation facilities, credit sys- 
tems, beauty salons, theatres, ticket 
agencies, etc. 

The CCTV programming is avail- 
able to advertisers for $18 per week. 


Specific information is available. 
- for more details circle 808, page 123 


New Service Based 
On Space Age Demands 


Information on a new service de- 
signed to explain space age prod- 
ucts and phenomena to mass audi- 
ences is available in a brochure 
from Jonathan Karas and Asso- 
ciates, Durham, N. H. 

The group supplies creative sci- 
ence and engineering talent to pro- 
duce table-top scientific demon- 
strations, unique scientific exhibit 


to this effect helps. 

Visually it is well to plan camera 
shots that do not invert the source 
of sound on the home tv screen and 
confuse the viewer. If sound from 
horns comes from the right, the pic- 
ture should also be on the right. 


> Because of the higher cost of 
stereo, a careful rehearsal schedule 
should be worked out. Talent 
should be rehearsed before the tech- 
nicians are brought in. The Laclede 
stereo rehearsals are like this: 


1. Audio rehearsal, 
2. Video rehearsal, 
3. Dress rehearsal. 


Since sound is the most important 
factor in a good stereocast, be sure 
the technician assigned to your 
. . plenty of 

44 


show has experience . 
good experience. 


models, laboratory product-testing 
and evaluation, industrial motion 
picture scripts, full-scale demon- 
strations and science tv programs. 

The new organization is headed 
by Prof. Karas who is nationally 
noted for such scientific “firsts” as 
telecasting a program on a beam 
of light and obtaining motion pic- 
tures of Sputnik I in orbit. 

+ « « for more details circle 809, page 123 


Visual Aid Catalog - Multi-color 
catalog from Cooks’ Inc. presents full 
line of binders and transparent special- 
ties. 


Presentation Binders 
Listed in Catalog 


A variety of binder ideas for 
sales promotion and graphic art ap- 
plications are illustrated in a new 
16-page catalog from Cooks’ Inc., 
Blackwood, N.J. 

Presentation binders, photo al- 





TELL YOUR STORY 


5 WAYS... 


© Paper Pad Presentations © Blackboard Chalktalks 
© Flip Chart Presentations @ Card Chart Speeches 


@ Flannelboard Demonstrations 


Easel, used as chalkboard 
—folds in a jiffy. Light- 
weight, easily carried 
in case. . — 


Hinged clamp 


holds pad for 
effective pad and 
crayon 
presentation. 


ARLINGTON S-WAY 5 4950 
PRESENTATION EASEL 6.11.0. cure 


Complete with hinged clamp chalkboard, chalk, 
eraser. 

Four paper pads 

Flannelboard accessory 

Carrying case 


Lightweight aluminum — 
holds cord chart or 
display frame—Folds for 
carrying or closet corner 
storage. Tripod easel 
only (No. 121) 


$7750 


RLINGTON 


ALUMINUM COMPANY 
19001 W. Davison © Detroit 23, Michigan 


es 
[ Please send me free information on: 


(C 5-Way Presentation Easel (() Flannelboard Accessory 
( Triped Easel (C) Arlington Display Frames i 
CO Arlington P-0-P Permanent Displays 


IN cinieniniainisitintiiatiniaseiabiat Talal tanita esa j 
tit! 


CO 
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Mr. Cornwell and LaSalle Extension 
University are typical of the advertis- 
ing-sales promotion professionals and 
important buyers of advertising prod- 
ucts and services you reach in the pages 
of Advertising Requirements. 


A pioneer in business training for 
adults, LaSalle primarily counts on 
direct mail promotion and a heavy 
schedule of magazine advertising 
(about 100 magazines) to attract the 
thousands of students who engage in 
its various correspondence courses. 


More than 1,000,000 letters and 
over 150,000 copies of LaSalle cata- 
logs—varying in size from 32 to 48 
pages—are mailed out annually. In 
addition, smaller booklets often ac- 
company catalogs, which, as Mr. Corn- 
well puts it, “all mount up to a big 
pile of paper.” Premiums also are 
included in LaSalle’s promotion pro- 
gram, being used to induce students to 
enroll as well as in encouraging pres- 
ent students to recommend others. 


An alumnus of Northwestern 
University, Mr. Cornwell has been 
LaSalle’s advertising manager for six 
years. He also is vice-president of 
Bryant & Stratton College and the 
Stenotype School of Chicago, both sub- 
sidiaries of the correspondence univer- 
sity. Since its founding in 1908, more 
than 1,420,000 men and women have 
enrolled in LaSalle training. 


“I find Ad Requirements 
exceedingly useful’”’ 


ROBERT G. CORNWELL 
Director, Advertising and Sales Promotion 
LaSalle Extension University 


LASALLE EXTENSION UNIVERSITY 
A CORRESPONDENCE INSTITUTION 
417 South Dearborn Street, Chicago 5, Illinois 


Advertising Requirements Magazine 
Advertising Publications, Inc. 

200 E. Illinois Street 

Chicago 11, Illinois 


Gentlemen: 


LaSalle Extension University has been selling education by mail for 
more than half a century. Naturally, we have found many ideas that 
work month after month, year after year, with the same degree of suc- 
cess. However, we are constantly on the lookout for new approaches 
to improve our efforts. 


Let's face it. Ideas -- good ones -- oftentimes are the result of hours 
and days of study. What can be used in one part of the country, for one 
of LaSalle's field representatives, may not work in another. Advertising 
Requirements has aided me in getting new ideas which were applicable 
to our particular needs. For example, an article appearing in AR helped 
me in connection with plans for celebrating our Fiftieth Anniversary last 
year. There also have been other ideas formulated by AR's inspiring 
articles. 


To anyone who isin the advertising profession, | can say that | am sure they 
will find Advertising Requirements very stimulating and exceedingly useful . 


Cordially yours, 


a OY 


Robert G. Cornwell 
Director, Advertising 
and Sales Promotion 


Asdivertising Requirements ¥ Workbook of Aduertixing & Gales Phowstion 


200 EAST ILLINOIS STREET - CHICAGO 11. ILLINOIS 
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bums, and transparent specialties 
are covered in the catalog with a 
variety of styles and models from 
which to choose. 

The catalog is indexed for quick 
and easy reference and complete 
in specification details for each item 
listed. 


+ « « for more details circle 810, page 123 


Midget Transistor Recorder 
Developed For Field Use 


A compact tape recorder that 
weighs less than three pounds, 
works on one battery, yet “tapes” 
40 minutes at a time without re- 
loading, has been introducd by the 
Thomas A. Edison Industries, West 
Orange, N. J. 

Marketed under the name of 
“Midgetape Professional 500,” the 
unit provides for “field maneuver- 
ability” while retaining recording 
quality. All recordings can be mon- 
itored. The unit measures 812x3% 
x”; price, without microphone, is 
$330. 

Optional transcribing controls for 
secretarial use, and secret record- 
ing accessories are described in the 
“Midgetape Professional 500” fold- 
er. 

+ + for more details circle 811, page 123 


New Projector Offers 
Versatile Applications 


A portable opaque projector, ca- 
pable of projecting full-color im- 
ages of either flat or three-dimen- 
sional material, has been introduced 
by the Projection Optics Co., East 
Orange, N. J. 

Called the “Opa-Scope,” the unit 


-AL\- 


Remember folks. It’s the terrible 
product with the wonderful premium. 


will project any material without 
prior preparation and magnify it in 
natural color. It is equipped with a 
1,000-watt lamp and a movable 
platen that will hold material up to 
10x10” in size. Two fans are used: 
one to cool the unit and protect the 
projected material from heat; the 
other to prevent copy fluttter and 
eliminate the need for mounting flat 
material. 

Complete information is available 
from Projection Optics Co., 271 
Eleventh Ave., E. Orange, N. J. 44 


Niles Productions Releases 
New Service Directory 


A compact directory, listing com- 
panies in the Chicago area serving 
the communications industry, has 
been published by Fred A. Niles 
Productions Inc., Chicago. 

Published in the form of a folder, 
approximately 12x5’” in size, the 
directory includes closed circuit tv, 
film distributors, laboratories, mo- 
tion picture studios, and tv program 
producers. 

Also included in the four-color 
folder is a list of hotels, airlines, 
railroads and car rental offices. 

Copies are available. 

- « for more details circle 812, page 123 


Lawrence Reports On 
Filmed Commercial Trend 


The use of live-action and anima- 
tion in a single commercial has been 
reported as a major trend in filmed 
tv commercials in 1959 by Robert 
L. Lawrence, president, Robert 
Lawrence Productions, New York. 

Mr. Lawrence attributed the in- 
creased popularity of the hybrid to 
the clear definition the industry has 
evolved for each technique. “Neither 
animation nor live-action,” he said, 
“is any longer considered intrinsi- 
cally more effective than the other. 
Each performs distinct advertising 
functions. 

“While live action may be called 
for to demonstrate the uses of a 
product and its features, animation 
may be preferred for repeated im- 
pressions of the brand image.” 

“Ani-Live,” the trade label coined 
for the combination, represented 
9% of commercials filmed by RLP 
in 1958. Figures already in for 1959 
indicate the figure this year will be 
approximately 26%. The same fig- 
ures indicate that all-live action 
commercials still hold a consider- 
able lead with 63% of the total, 
while all-animation commercials 
represent 11%. 44 


Gnlak Made 
Lady Shady 


the 


New shading film on MYLAR 


Chart-Pak Contak shading film is available 
in 180 of the most popular screens, tex- 
tures and tone values. Printed on clear 
Mylar; with a heat resistant, pressure sen- 
sitive adhesive backing. Won’t curl, yellow 
er crack. Save time and engravers’ costs 
by shading line drawings this fast, effective 
way that can be handled by anyone in 
your department. Contak is also available 
in 24 permanent transparent and opaque 
color tints. 

TDuPont polyester film 


For details, write TRANSOGRAPH Division of 
CHART-PAK, inc. 


OR R OF THETA ETHOL F DRAFTIN 


SS River Road, Leeds, Mass. 
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Art & Photography 


Coterage bnei Aes 

Mack, Douglas 

Major Photo Co. 

Multi-Ad Services 

Printing Arts Research Lab- 
oratories Inc. 

Quantity Photo Co. .. 

Rapid Art Service Inc. 

Stivers Studio 

Volk 


Art Supplies 


Bienfang Paper Co. Inc. .... 
Bienfang Products a iid 
Chart-Pak Inc, .........-.... 
Craftint Mfg. Co. fobs 
Crescent Cardboard Co. ....103 
Mark Specialty Co. ... 
Marshall, John G., Mfg. 
Co. ae eq 


Balloons 


Lee-Tex Rubber Products 
Corp. .. Seid 

Oek eae Co. | Na idea 

Pioneer Rubber Co. 


Binders, Catalog Covers 


Netional Blank Book Co. .... 62 
Simon Products Co, . 116 
Smith, S. K. Co. 110 


Binding o scme & 
Materi 


du Pont de Nemours, E. |., 
& Co. Inc. 82 


Books 


Exposition Press 


McGraw-Hill Book Co. 


Calculators, Printed 


Graphic Calculator Co. .. 


Control Planning Aids 


Graphic Systems 


Copyfitting Aids 
Craftint Mfg. Co. 
Haberule Co. .... 


Decals 


Allied Decals Inc, ................ 


Meyercord Co, ........ 
Multi-Color Process Co. .... 
Screen Process Printing Co. 


Direct Advertising 


Brodie Advertising Service .. 

Crocker, H. S., Co. Inc. 

Gries Reproducer seni 

Kanrom inc. 

Letter Shop Inc. ......... 

Levy, Irving 

McGraw-Hill 
Div. 

Moss, 


Direct “Mail 
M. £, & Co.” 


Display Designers 
Richman, Fred 


Display Materials 


Kleen-Stik Products Inc... 
Rohm & Haas Co. 
. Inside Front Cover 


..37-38 


Display Motors 


Hankscraft Co. 
Vue-More Corp. . 


Duplicating Service 


Mossner, Alfred Co. .... 


Easels, Lecterns 


Arlington Aluminum Co. ....117 


Envelopes 


Colortone Press ................... 34 
Cupples-Hesse Corp. ........ 2 
Du-Plex Onvelope Corp. —.. 35 
Tension Envelope Corp. .... 36 
United States Envelope Co. 40 


Exhibit Builders 


Design and Production Inc. 51 
Display Workshop Inc. ....47-48 
Displaymasters Inc. .............. 52 
Federal Displays Inc. ............ él 
Gardner, Robinson, Stierheim 
Wee MOG ect ice OD 
Hartwig Displays —................ 50 


Fluorescent Inks & 
Materials 


Allied Decals Inc. ................ 122 
Radiant Color Co. ................ 91 
Switzer Bros. Inc. ..............-. 86 


Gravure Services 
Collins, Miller & Hutchings 


Pd ailaiecsitbiteatiigd neanctesa 94 
Intaglio Service Corp. ........ 93 


House Organs 


Levy, Irving ................ 


Ink, Screen Process 


Radiant Color Co. .............. 
Switzer Bros. Inc. ..........-..- 


Invisible Ink Postcards 


Moss, M. E., & Co. .... 


Labels & Tags 


Cupples-Hesse Corp. ............ 2 
Eureka Specialty Printing Co. 84 
Fasson Products 

_..... Inside Back Cover 
Kleen- Stik Products Inc. ....37-38 


Lettershops 


Brodie Advertising Services 35 
Letter Shop Inc. —— 


Magazines 


Aet- Divéction. <1 


Mailing Lists 
McGraw-Hill Direct Mail Div. 39 


Manikins, Rental 


Madisonia Manikins Inc. ....122 


Office Equipment 


du Pont de Nemours, E. l., 
eR i a 


Packaging Materials 


Chicago Molded Products 
Corp. 
Thilmany Pulp & Paper Co. .. 7 


Paper Chemicals 
Dow Chemical Co. ......... 


Papers, Printing 


Allied Paper Corp. .... 24, 67-68 
Champion Paper & Fibre Co. 
77-78 
Eastern Fine Paper & - 
OW. ue 8,9 
Hammermill Paper Co. .... 19-20 


International Paper Co. 113-114 
Sarg Paper Co. .——.......... 7 
Whiting-Plover Paper Co. 89 


Papers, Specialty 


Allied Paper Corp. ...24, 67-68 
Bienfang Paper Co. .............. 97 
Kleen-Stik Products Inc. 37-38 
Radiant Color Co. —.......... 91 
Sorg Paper Co. .................... 7 
Thilmany Pulp & Paper Co. 71 


Photo Lettering & 
Typesetting 


Flexo-Lettering Co., Inc. ... 
PORNO COIR. » siemiekeninmestee 86 
Warwick Typographers Inc. 14 


Photo Prints, Quantity 


Colerege. ine. —.......... 122 
Major Photo Co. ...............110 
Quantity Photo Co. ............ 108 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
__ aes 94 

Lake Shore ‘Electrotype ‘Div. 97 

Printing Arts Research Lab- 
oratories Inc. ................... 57 


Photographic Equipment 
& Materials 


Eastman Kodak Co. . .. $l 
Marshall, John G., Mfg. 
Silica eek aacnelicce niet 


Postcards, Color 


Corona Color Studios .......... 


Premiums & Specialties 


Action Advertising Corp. 
American Thermoplastic Co. 
Blaisdell Pencil Co. -........... 106 
Eastman Kodak Co. ............ 
Gries Reproducer Corp. 
Kanrom Inc. ..... i 
Lee-Tex Rubber Products 
Corp. 
diadletbana Denson COy cone 
Natco Products Corp. ........ 
Oak Rubber Co. 
Panef Mfg. Co. ........ 
Pioneer Rubber Co. 
Ray-O-Vac Co. ... 


Presentation Materials 


American Thermoplastic Co. 14 
Arlington Aluminum Co. ....117 
National Blank Book Co. .... 62 
Rapid Art Service Inc. ...... 103 





Adwertisers 


Simon Products Co. ........ 
Swim, So 6 Cee 


Printing 


Cadillac Printing & Litho- 
graphing Corp. ............-... 99 
Chicago Show Printing Co. 43 
Colortone Press ................... 34 
Crocker, H. S., Co. Inc. .... 34 
Eureka Specialty Printing Co. 84 
Gugler Lithographic Co. .... 85 
Nebraska Farmer Co. ........ 97 
Relief Printing Corp. .......... 30 
Ullman Gravure Inc. Back Cover 
Western Printing & Litho- 
graphing Co. on. .e-cccece-- 29 


Projectors 
Tel-A-Story Inc. .. 
Screen Process 


Screen Process Printers Assn. 66 
Screen Process Printing Co. 86 


Self-Sticking Specialties 


Fasson Products 
. Inside Back Cover 


Kleen-Stik Products Inc. 37-38 
Meyercord Co. .......-.-.-cesee--e 23 
Multi-Color Process Co. .... 66 
Screen Process Printing Co. 86 


Sign Materials 


Kleen-Stik Products Inc. 
Yarder Mfg. 


Signs & Identification 
Materials 


Allied Decals Inc. ................ 122 
Chicago Show Printing Co. 43 
Fasson Products 

Inside Back Cover 
Meyercord Cer ary 23 
Minnesota Mining & Mfg. 

oe 16 

Multi-Color Process Co. 
Plasti-Line Inc. .... 
Rohm & Haas Co. 

Inside Front Cover 
Sign Crafters Inc. ................ 45 
Ullman Gravure Inc. Back Cover 
Wagner Sign Service Inc. 109 


Signs, Plastic 


Plasti-Line Inc. - 
Sign Crafters Inc. 


Stock Art 


Multi-Ad Services . 
Stivers Studio 


Stock Photos 


Mack, Douglas . 


Turntables, Display 


Triangle Mfg. Co. .... 
Vue-More Corp. .... 


Typefounders 


American Type Founders .... 74 
Amsterdam Continental Types 
& Graphic Equipment ... 6 


Lanston Monotype Machine 


Typewriters, Composing- 
emiadentin 


Friden Inc. 


Typography 


Bundscho, J. M. : 
Service Typographers Inc. .. 80 
Warwick Typographers Inc. .. 14 


Visual Aids 


Arlington Aluminum Co. ....117 
Graphic Calculator Co. ... 97 
Graphic Systems 

Rapid Art Service Inc. ........ 
Tel-A-Story tne. ..................182 


Window & Store Displays 


Hankscraft Co. ‘ 

Screen Process Printers Assn. 66 
Tel-A-Story Inc, ....-.--c----e-0-- 122 
Ullman Gravure Inc. Back Cover 
Vue-More Corp. ...........-...-.. 12 
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Bienfang Products Corp. ....122 
Blaisdell Pencil Co. ............106 
Brodie Advertising Service .. 35 
Bundscho, J. M., Inc. .......... 79 
Cadillac Printing & Litho- 
graphing Corp. .... ce 
Champion meee & Fibre 
Co. Ss Sicnscnicceca a 
Chart-Pak Inc. .... ANY 
Chicago Molded Products 
Corp. . 17 
Chicago Show Printing Co. 43 
Collins, Miller & Hutchings 
eet : ‘ 94 
Colorage WG icine 
Colortone Press . 34 
Corona Color Studlios 122 
Craftint Mfg. Co. .... ..107 
Crescent Cardboard Co. ....103 
Crocker, H. S., Co. Inc. ... 34 
Cupples-Hesse Corp. .......... 2 
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Fogel Stuteed fov 


Services and Supplies 


ADVERTISING SPECIALTIES 


SENSATIONAL 2 FOR 1 BARGAIN 


ORDER 1,000 IMPRINTED COMBS 
FOR Sc EACH AND GET ANOTHER 1,000 


rTM «REE! 


(ASSORTED COLORS) 
USE COMBS AS CALLING CARDS, 
DOOR OPENERS, ENVELOPE ENCLOSURES, ETC. 


Action Advertising 3° Ycr*xrv. 


MANIKINS 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 

men’s and children’s 

figures for your 


special Promo- 
tions! 


MADISONIA MANIKINS, INC. 


Also ——- se and manufacturing 
actaed POP. displays. 
NEW waits 152 W. 25 St., CHelsea 3-1550 


SALESMEN WANTED 


ALUMINUM OFFSET KNIFE 


@ Holds ordinary Schick Razor 
Blades 


@ Made to fit the hand 
SEND 


$2.00 


TODAY 
TO — 


MARK SPECIALTY CO. 
183 St. Paul St. 
ROCHESTER 4, NEW YORK 


COLOR POST CARDS 


5) 000 NATURAL COLOR i) 00 


POSTCARDS 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8': « 11 
25¢ ec. in 1M quantity 
COLOR PRINTS—DVE TRANSFER—TYPE € 
Write for Price list ard Somples 
CORONA COLOR STUDIOS 


New York 36, N.Y 


122 + Gey * August 1959 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
eeeeeeeeeeeoeeoe 
TEL-A-STORY, INC. 
Dept. A-8 523 Main Street, Davenport, iowa 


COLOR PRINTS 


Now! The QUALITY of Dye Transfer COLOR 
at har ~ COST! 25—-8x10 Prints, 
1,000, ow 


seery aa hactey Is in oe quantities. Pent. 
citey for corrections. Guaranteed service. 
Also, Carbro Quality Repro Prints. Prices 
and samples on request. 
COLORAGE, INC. 
1168 S$. Hollywood Way, Burbank, Calif. 


TOUGH 
SRILLIANT 


MADE TO YOUR SPECIFICATIONS 


PVE GT ay tae 9 ert. 


EVELANOD 5 


Pick a Bonus Combination .. . 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three—of these publications. 


¢ Advertising Requirements 


¢ Industrial Marketing 


° Advertising Age 


issued by Advertising Publications, Inc. 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 


for maximum economy. 


Advertising Requirements 


200 E. Illinois St., Chicago 11 





Novel Identification Badges 
TCS) CRU A Use, Too! 


Print them on EET 


it’s self-adhesive—just peel paper off back... press 
in place. 


Sticks to fabrics—holds on neatly . . . easily removed 
without harming clothing. 


Distinctive shapes—can be die-cut any shape, any size. 


Practical—no bothersome pins, snaps or expensive 
holders. 


Versatile—for conventions, sales meetings, parties, 
open houses, 


Write for samples and prices. 


Fasson Products 


A Division of Avery Adhesive Products, inc. 
250 Chester St. ° Elmwood 2-4444 © Painesville, Ohio 





Na aa 


PICTURES because only 
UE Le 
EAU EE 

into each Transparency ! 


eee eer 
TRANSPARENCIES you 
get a luminosity not 
possible in paper prints 
unobtainable in 
any other process. 


LET US SHOW YOU HOW TO 

Light Up Your Promotion Program 

VAahicmiols descriptive literature and 
samples of Ullman Transparenci 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN6,N.Y.  4¥ecinth 7-3700 


| iston of The Ullman ¢ ompany it 








